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Rough Proofs 


Dr. Henry Link says opinion polls 
are invalid because the public 
doesn’t know its own mind. But 
you couldn’t make a politician be- 
lieve that vox populi isn’t vex dei. 


_— a (] 


In this wacky world the public 
gets dizzy trying to make up its 
mind about the course of events. 
Even the infallible newspaper col- 
umnist is stumped for a few sec- 
onds now and then. 


. = 


Detroit will have no automobile 
show this year. The motor capital 
will be perfectly satisfied if it can 
just have some automobiles. 


vv 


The Dress Institute campaign, 
which features the union label, will | 
dramatize “that New York look.” 
But which will get the emphasis— 
Seventh avenue or Fifth? 
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William H. Wise & Co. expect to 
sell 400,000 copies of its machine 
shop encyclopedia by the end of 
this month. No wonder fiction 
writers are joining the army. 
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“Many credit houses,” reports 


ADVERTISING AGE, “are expected 
either to close up shop or dras- 
tically alter their merchandising 


methods.” 


When it’s root-hog or die, the hog | 


usually roots. 
. ee ae. 


With Clare Boothe writing pieces 
for This Week and furnishing pic- 


tures of China for general con- 
sumption, it’s no wonder the editors 
of Time, Life and Fortune are bit- 


ing their nails. 
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Wisconsin plans to ask for a state 
ban on margarine “colored, pre- 
served and flavored in close imita- 
tion of butter.” Of course there’s 
nobody in the State who can’t 
afford the prize product of its con- 
tented cows. 
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That Alexander Smith “colorama” 


plan of matching rugs with the 
homemaker’s hair is going to be 
hard on husbands who change 
wives even more frequently than 
hey replace floor coverings. 
v v v 
AT&T's public relations are in 
800d order as far the boys and girls 
re cor ned, Young America re- 
ports lhe chief requirements of 
ne y ger generation for a good 
e i phone and a jalopy. 
vi v 
>, 
— Prec all-concrete houses can 
pee assembled in 23 minutes, it is 
9 ‘unced by construction experts 
That hardly gives the home owner 
— t ike all those last-minute 
Nange vVhich so delight building 
Contract 
v’ v 
Wil 
Wil shaving cream features 
“ @fcniteet who spends a lot of 
ren le g a client about his shav- 
= tr es. If it had been an ad- 
ae ne agent, he would have been 
ing all about the client’s com- 
Dlaints 
v’ v 
Cedar Brook’s slogan is “the 
"ISK y ’ 
with at always leaves them 
con d but to the reminiscent 
COns “ae 
catch the perfect distiller’s 
vi is still “the whisky 
“out a headache.” 
Copy Cus. 


}an electric razor 


GOES NATIONAL 


FREE 


To Every Man Who Has An 
ELECTRIC RAZOR 


Senate Approves 
Knocking Out Ad. 
Taxes in New Bill 


Radio, Outdoor Levies. 
Eliminated Without 


New Preparation Helps Give 
Closer, Smoother, Faster Shoves 
Great on Sticky Summer Days! 
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Wiliams Dr Shove 
Preparation Gets 
Major Promotion 


New 
sumer 
J. B. Williams Company’s new dry 


Lecarte Shove in 00 pecvaily eipead 


York, Sept. 


shaving preparation, will be ex- 
tended to major markets through- 
out the country following’ the 


‘launching of an initial campaign in 


the Philadelphia Bulletin, it was 
learned today. Current schedule 
calls for two 396-line insertions 


weekly in the latter 
Giving major 
trial offer 


paper. 

emphasis to a free 
“to every man who owns 
,’ the Williams copy 
asserts that the new preparation 
“helps give closer, smoother, faster 


shaves,” especially on “sticky sum- 
mer days.” Lectric Shave, the ad 
asserts, “has proven its advantages 


in tests by over 
ter Thompson 
agency. 


800 men.” 
Company 


J. Wal- 
is the 


Shows Competing Shavers 

An interesting aspect of the Lec- 
tric Shave copy is the pictorial in- 
clusion of two well-known compet- 
ing electric razors—Remington and 
Sunbeam—along with Roto-Shaver, 
which is distributed by the Williams 
company. It understood that 
neither General Shaver division of 
Remington Rand nor Chicago Flexi- 
ble Shaft Company is participating 
in the Williams campaign. 

Introduction of the new product 
recalled this week the efforts of 
Pinaud, Inc. to popularize a similar 
preparation, Set-Up, several years 
ago. Initial appearance of the latter 
product touched off a stormy debate 
in electric shaver circles, some 
manufacturers holding that the sug- 
gestion that an accessory 
tion needed for 


is 


prepara- 
is satisfactory 
zor sales, while others lent 
support to Pinaud’s promotional ef- 
forts. Set-Up was featured in exten- 
sive magazine campaigns 
1938 and 1939, but last year dropped 
out of national advertising. 
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|'Senate hammered another 
| the coffin bearing the proposed taxes 


| the House-approved levies. 
j}action during debate on the defense 
|tax measure removed the last pos- | 
sibility that the bill which goes to | 
|conference between 
|the two houses will carry advertis- 


3.—First con- | 
promotion of Lectric Shave, | 


dry | 
shaving was harmful to electric ra- | 
their | 


during | * 


Discussion 


By A. P. MILLS 
Washington, D. C., Sept. 3.—The 
nail 


on radio and outdoor advertising 


|today when it endorsed the action | 
|of its finance committee in rejecting | 


Today’s 


committees 


ing provisions. 

Meanwhile, it became increasingly 
evident that no satisfactory method 
for levying a franchise tax on ra- 


| dio stations, as a substitute for the 


| net time sales plan, will be evolved 
|in time for inclusion in the bill now 
under consideration. The next de- 
|fense tax bill, which is due within 
a few months, will almost certainly 
carry some sort of a radio license 
or franchise tax. 

Chairman James L. Fly of the 
| Federal Communications Commis- 
|sion discussed the franchise tax at 
| his press conference yesterday. He 
|stressed the difficulty of arriving at 
a formula, saying that FCC has 
given periodic attention to the sub- 
ject for about two years and inten- 
sive study for the past two months, 
without reaching a final conclusion. 


May Cover All Communications 


Although it had been expected 
that franchise tax plans would in- 
clude only’ radio _ broadcasting, 
Chairman Fly said that he assumes 
that such a tax will also cover such 
other communications as telephone, 
telegraph and radio-telephone. 
Broadcasters who testified at recent 
committee hearings on the time 
sales plan indicated that they would 
not oppose a fair franchise tax, but 
it will probably come news to 
the other communications industries 
that they are due for inclusion too. 

Mr. Fly added that there appears 
to be no particular rush to decide 

(Continued on Page 38) 
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Hill Tells How ‘Reach for 
a Lucky’ Theme Was Born 


STRESSES SHORTAGE 


YOUR STOCKINGS 
Now Doubly Precious 


GAIN THRILLING EXTRA WEAR THE IVORY FLAKES oad 
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Newspaper copy featuring the shortage 
in hosiery which broke for Ivory Flakes 
last week. 


10 Cities Given 
Special ‘Save 
Hose’ Ivory Copy 


IVORY FLAKES | 


sands of women giving careful 
thought to the problem of conserv- 
ing their silk stocking supply, 


Procter & Gamble Company today 
launched a special newspaper cam- 
paign offering Ivory Flakes as the 
|}way out of their dilemma. 

| Appearing in 20 newspapers in 
20 metropolitan centers throughout 
the country, 800-line copy declared 
women can gain “thrilling extra 
wear” from stockings, “now doubly 
precious,” by washing with Ivory 
Flakes immediately after each wear- 
ing. Illustrated by photographs, 
testimonials by three women who 
took the “one-pair test” with Ivory 
Flakes and obtained 234, 281 and 
370 hours of wear, respectively, 
from one pair of stockings were 
played up and copy included “Ivory 
Flakes Rules For Longer Wear” 
along with the line, “9 out of 10 

(Continued on Page 38) 


Last Minute News Flashes 
Expand Walker Campaign for Imperial Whisky 


New York, Sept. 5.— 
campaign for Imperial, its new 
next week with introductory 
cut, Rhode Island and Ohio 
New York market following 
upstate New York. The 
a week, ranging from 1,800 
the agency. 


Rapid 
annot 
initial 


to 


New York, Sept. 
sorship of Wythe Williams’ 
Safety Razor Company will launch 


expansion 
blended whisky, 


The brand has 


schedule calls 
750 


Walker & Sons’ 
get under way 
New Jersey, Connecti- 
just been launched in the 
in Michigan, Boston, and 
newspaper insertions twice 
Sherman K. Ellis & Co. is 


Hiram 
will 


of 
incements in 
successes 


for 


lines. 


Big Newspaper Drive Planned for Gem Blades 


5.—Following the termination last night of its spon- 
newscasts over 


American 
campaign Sunday, an- 


100 MBS stations, 
a newspaper 


nouncing a new, double-edge Gem blade. First copy will appear in 
five New York dailies and will be extended to other markets rapidly. 
A schedule of more than 100 newspapers is indicated. Federal Adver- 


tising Agency is in charge. 


Dealers May Set 1942 Automobile Prices 


Detroit, Sept. 
set retail prices for 
that dealers will be permitted to 
zone basis. 
mobile selling. 


Ward Baking Account to J. 


New York, Sept. 
with J. Walter 


Such a move would represent a major 


5.—Ward Baking Company 
Thompson Company, 


5.—Persistent rumors here indicate that manufacturer- 
1942 automobile models 


may go by the boards, and 
own prices, possibly on a 
innovation in auto- 


set their 


Walter Thompson 


its 


has placed 
effective immediately. 


account 


New York, Sept. 3.—With thou- | 


Tobacco Magnate Re- 


lates Sales Philosophy at 
Trial 


By JOE JORDAN 


| Lexington, Ky., Sept. 4.—The first 
week of defense testimony in the 
| trial in federal court here of major 
tobacco companies on a conspiracy- 
monopoly charge, brought to the 
| witness stand one of the principal 
|defendants, George Washington Hill, 
president of the American Tobacco 
Company and one of the country’s 
highest paid executives. 

Mr. Hill said two simple principles 


|;were responsible for his firm's 
| success: 

| 1. Production of products that 
‘appealed to the public taste. 

| 2. Competitive exploitation of 


|these products through advertising 
that related their distinctive char- 
acteristics. 

Mr. Hill discussed various adver- 
tising campaigns and slogans used 
by the American Tobacco Company 
and its competitors, and told how he 
happened to think of the now- 
| famous slogan, “Reach for a Lucky 
| instead of a sweet,” which resulted 
in sensational gains for Lucky 
Strike cigarets, the leading Ameri- 
can Tobacco Company brand. 

How It Happened 

“That campaign really wWent to 
|town, as everyone knows,” he com- 
mented. The campaign was launched 
at a time when women in increas- 
ing numbers were beginning to 
smoke cigarets, and when it was 
fashionable to be slim. 

Mr. Hill said he was sitting in an 
|automobile, and happened to glance 
idly at a very fat Negro woman who 
was standing on a street corner, 
chewing gum. At that moment, a 
taxicab passed, and in it was a 
pretty young woman who was 
smoking a cigaret in a long holder. 

“It was summer time,” Mr. Hill 
continued. “Her skirts were pretty 
high, and she had a very good fig- 
ure. I was human, and I looked. 
Right then and there it struck me; 
there was the colored lady that was 
stout and chewing, and there was 
the young girl that was slim and 
smoking a cigaret—‘Reach for a 
| Lucky instead of a sweet.’ There it 
was, right in front of you.” 

He added that he never 
what brand of cigaret the slim and 
beautiful young woman was smok- 
ing. “Maybe she was smoking a 
Camel,” he said. 


” 


knew 


Camels Revolutionized Industry 


The tobacco magnate, who en- 
tered the tobacco business in 1904 at 
Wilson, N. C., at a salary of $5 a 
week, outlined for the jury a his- 
tory of the development of the 
American cigaret industry to its 
present huge proportions. He gave 
credit to a competitor, the R. J. 


Reynolds Tobacco Company, for rev- 
olutionizing the industry by intro- 
ducing, in 1913, the Camel cigaret, 
in which a burley-blend was used 
for the first time. All other manu- 
facturers, he said, were forced to in- 
troduce burley-blend types of their 
own to meet the Camel competition. 
Prior to that time, Turkish cigarets 
had been in high favor. 
Competition in the tobacco in- 
dustry, he said, stemmed from the 
fact that all manufacturers sought 
endlessly to produce distinctive 
products that would appeal to 
smokers. The battle among cigaret 


manufacturers he termed “taste 
competition.” 
However, Mr. Hill stressed the 


; eee 4 — + =, . ec esr a ote i : : : a S él ‘ f ie . aa a ; : 4 ’ i * 3 ‘ < 
mS “e- LS w , ret? cPrs 
TECHN OLOGY DE r Pen ; 
oe es 
re So Bee | 
oe 
ee 
P| : a 
9 it g ‘ 
a 
| ois ae 
., 3 
. 
_ 
ot 
és — 
aaa ‘a 
Pe es ee Ee 
, mp ce 
7 ——__—_——$—$_—————— a. 
| — 
Po oh 
eh + 
| a er 
a 
| | iS 
| 7 - 
’ | | | Po = 
= - ee : 
| REO TON aa . | | oe 
iS ya . haat 
a = a= Bet. + ae ad 
y oe ae —— 
4 y bo “ap ages 
: : a 
| ¢ Lg , a ~/ ' - as ¥ 
#OTO Swaven » P = Pe wad 
; = j | a 
i} q of these women! Lo : . ae 
a wenn nes ee | OR. “ 
MH Satheowees ee | { ee 
Saseeen* Samco |} eo as 
yy _ ea 
nnn | | Se a Co: _ 270 nouns 
——————— SSS SS OS SS ue 
rasor robs ogaiont your face The SS SSS Soe” Sees Ne 
Sz ateenpeep > ben de dam aad 
beroeg ee wonoe it yom cowld ww how ry 
“Ibex pour shin. thioh how samy a 20: 00UNS— | stan 
fe theres would glide thong ‘a 7 os: C&L atl ; 
| eeeeteeees . S = | | ; 
whee you ese Leciric Shave This wee ,~ ee ———_— iF 17) $e ae 
wes perfected by The } BS ; = — | a 
P| Winns Comuay. eahors 0 bar shes sl Ki SS ee 
| jag products for over 100 years —_ — ere 
Noy pred Lene Shore hy oer es <u Oi2aseSs== | ae 
a } a . — to help rd i ( : : 
teas tore cipnedip wees cassy axe SS = > PRY 9 out of 10 mehers pe 
’ leoding ae 
NS BEMREEE of famous stockings advise - eae 
S , | . 
; ni 
fe 
hee e, a 
| ikea 
ee - 
iD i, 
a > ae 
ie 
Zs 
ee = 
Rare 
oa. 
- 
: — ay hig 
2 “aa oe 
- 
pe : a : ; 
Sy. 
, et i 
nie 
a 
a a) 
te ca 
ne a 
% Ps ee 
be TR 2 v 
> “a - 
oe] 
} 
a j 
fq 7 
oe Ace 
eet e 1 
ee 
2 
ae oP 
a: ale a 
anu 
i = 
- 
yea 
me 
i ate 
ee 
ag i. 2 
a 
ts 
‘ 4 
egal 
ee — ee is 
e 
; kill 
4 
ry ™ 
She . i : a 
we Dy 5, ai Jee oy eee ne fae es Be es ie eG capetees Pe ey ee, Set Fy a ee. os ai, i Ase ow ? G Piiig | é ean 
ake eo oe: cage ee Bh ag ge F Da “ty aH ts Care}! ere ae fo : “aes Bee eh es ay } “Sg ‘ Se ; yes eee Cae) eeemee cr Rey ge Crates, Se ee Se, se mk aed 
ea rid ans ag +4 my 2 * ee oe he By eh - 2 agile i . es Seen SX Sake Wahi oy dis me ae Cae oe see Sa Rie teatt nae) ea oe A LN coer a « c * A 
ley, yy SS hae ie et Pie ; 3 mo ae eae bao Pa 4 ee £ eee Patat ds: a Eat Bee ee ee Le ee ne. 4” See ee , rT Wee Si rt Pee 7 ae r. ™ ‘ger 
? Ee oe La ay ye 8 = ats Pe ; ar if Ore : Ph y aw i es se! Alea Prighr ten Ae aera: ae Beg es Pes ont ee are tine ee ee Pn rae : ie ‘ -S 
‘eh yes 7 ries ial ete Rott de oa ys j be Oh: ae. 2 aye eae 4th Pa go ie etd VERE he tute Bie Se Ae eee ie = 
Oe ees a) Shee See legit bal a sci get Bh oa as he coe Beers te ye ree ee oat Lae ce FS Ee UE men ey aot ee og oS eal panel ae Pee a ae é kf 
pane aa ee ee & ar ae te 4, ¥ iy Are eT ra Se 5 meee ky BE a a eet are La a be A Rear Lm Me Bo fhe fowl eae eet ad : aig 7 Ve "Sag: § | 
Se Aare ae ff . rr Rees Aha whit hae. ee ‘ ae: ‘ pt ath oe ce kes erie Rt ee ae ee oe bias aks Satie Ses Me aS yee 
2 _ - Pt saad, ae i ‘ rag _ mai ane re: a iS - ~ tah, ey ae aw we at at Eee E ie Beds Pre eZ oe j : 
a 4 ee A kage ee me: 1G ae Me ge ; d “ee “4 & ee , ee ee + 3 Tk _ a > & 


2 AMAA ELS AGE 


oe 8, 194) 


ever, the introduction of the burley- 
blend Camels brought a new price 
competition into the trade, he said, 
since they sold for five cents less per 
package than other cigarets. 


fact that mere development of a fine 
product did not in itself insure suc- | 
cess, since there remained the job 
of selling it to consumers. Exploita- 
tion of American Tobacco Company 
products, he said, had been accom- 
plished since 1917 under rules he 
laid down in a booklet he wrote, 
titled, “The Selling Principle of 
Demonstration.” Through advertis- 
ing, he declared, interest of the con- 
suming public in his firm’s products 
had been aroused to such an extent 
that the company’s “sales message” veloped Lucky Strike cigaret with 
could be imparted to 25,000,000 peo- the slogan, “It’s toasted.” The 
ple through demonstrations by Reynolds firm heralded its revolu- 
salesmen to retailers. To illustrate | tionary discovery with the jubilant 
this principle, American Tobacco | statement, “The Camels are com- 
Company counsel displayed to the | ing.” 

jury a small machine composed of| Thereafter, Mr. Hill related, the 
two wheels geared together, a small | American Tobacco Company pushed 


public as a whole. My second duty | | dapentes upon the promotion of 
is to the consumers of my brand,|cigarets when he assumed manage- | 
my Lucky Strike consumers. My | ment of a small factory which his 
third duty is to my stockholders,|father, P. S. Hill, who then was 
but I can’t serve my stockholders if president of the American Tobacco 
'I don’t serve the consumers of my|Company, had purchased for the 
brand.” firm in 1907, Mr. Hill said. The fac- 
tory had been manufacturing many 

Why Prices Were Cut brands of smoking and chewing to- 

He said he was thinking of his | bacco, but with his father’s ap- 
stockholders in 1933, when 10-cent|proval he decided to concentrate 
cigarets were cutting into the sales| wholly upon production of one 
figures of Lucky Strikes, and that he | cigaret, Pall Mall. “In a few years,” 
wrote to the stockholders before he|he said, “we had Pall Mall the 


Outlines Big Promotions 


The new era of cheaper, more 
popular, burley-blend cigarets em- 
barked all manufacturers upon tre- 
mendous national advertising cam- 
paigns, the American official said. 
His company plugged its newly de- 


Strikes to $6 a thousand and later | factured in the United States.” 
to $5.50 a thousand. “I worried and In his long climb from a $5 a 


clared, before he reached a decision | company, Mr. Hill said, he encoun- 
to cut prices in an effort to boost|tered two men whose knowledge 
Lucky Strike sales. ,of the tobacco industry impressed 
wheel and a large one. The small| Lucky Strike sales with three suc- Mr. Hill said he reasoned as fol-| him greatly. Both men now are co- 
wheel represented persons reached cessive advertising campaigns of|lows: “The public wants cigarets.|defendants with him in the anti- 
by salesmen’s demonstrations, and| nation-wide scope. First, the to-|They want good cigarets; they want | trust trial. They are Vincent Rig- 
the large wheel represented con-| bacco used in Lucky Strikes was cigarets processed out of burley to- | gio, vice-president in charge of sales 
sumers reached by the company’s! proclaimed “The Cream of the bacco, Our price is too high. I am |for the American Tobacco Company, 
advertising campaigns. Crop.” Then came a campaign not changing it because of 10-cent and James E. Lipscomb, Jr., a di- 
Prior to the introduction of|based .on the slogan, “Coming cigarets; I am changing it in spite of |rector of the company and the presi- 
Camels in 1913, Mr. Hill said,|}events cast their shadows before,” | 10-cent cigarets. Ten-cent cigarets|dent of its principal subsidiary 
manufacturers of the then-popular|and then Hill’s own _ inspiration, don’t mean any more to me than American Suppliers, Inc. 
Turkish-type cigarets competed for|‘“Reach for a Lucky instead of a Camels, Chesterfields, or anything | _ Mr. Lipscomb, who also testified 
popularity by inserting prizes in| sweet.” else, but the curve (of consump- | 1In the trial this week, supervised | 
cigaret packages. He recalled the Mr. Hill gave the jurors an out-| tion) is the thing that interests me, Hill’s first efforts in the industry 37 
use of small silk flags of various) line of his conception of his duties for the protection of my business.” | years ago. “He is the greatest leaf 


ast : ; ak a ater the | < ‘esident of one of the nation’s buyer I ever came in contact with,” 
nations in this manner, and later the | as president of one of natic Pushes Pall Mall Mr. Hill told the jur Thats the 
insertion of coupons that could be | largest tobacco companies. My a oe oe one _— 
saved and exchanged in. certain| first duty,” he said, “is to the Amer-| He first became convinced that |reason he's head buyer for the 


numbers for college pennants. How-| ican public in my job, the American the future of the tobacco industry American Tobacco Company today.” 


Lipscomb Cross-Examined 
When Mr. 


See 
: eee iN 5 
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Lipscomb was on the 
witness stand, he testified that he 
“never bought through any com- 
pany to avoid competition.” Later, 
when he was under cross-examina- | 
tion, the prosecution produced a let- | 
ter, and Mr. Lipscomb identified it 
as one he had written in 1920, in 
which he stated he had purchased 
3,000,000 pounds of tobacco for the 
American Tobacco Company 
through a loose-leaf firm “in order | 
/to avoid competition.” 

After he had examined the let- 
ter, Mr. Lipscomb explained: 
have a recollection of it now. I 
overlooked it. It was 21 years ago.” 

“Prices were extremely high that 
year,” he added. “I think tobacco 
brought about $20 to $24—common, | 
red tobacco.” 

When he was asked, “Did you go 
on to say that you bought it cheaper 
than you would have if you porn 
tried to buy it yourself?” he re- 
plied, ‘That is what the letter says.” 


CANADA CLAMPS DOWN 


ON TOBACCO “MONOPOLY” 


Ottawa, Ont., Sept. 3—Manufac- 
turers and distributors in Canada 


warning from the government that 
competition is still the basic prin- 
ciple of merchandising in the Do- 
| minion, 

The warning came in the prosecu- 
|tion and heavy penalties inflicted on | 
tobacco dealers found contravening 
the federal Combines Act. Recently | 
a six-man jury of the Alberta su- 
preme court found 36 defendant to- 
bacco manufacturers, wholesalers 
and jobbers guilty of operating a 
‘combine in that province. Six 


ai e charges were laid against these firms 
naa The Men Behind ‘sn Setady, in ocmpenion was 
ae ‘ - : - 

The Men Behind the Guns 


It’s a crucial moment, 


a ell i= = | 


3 Wide HW" 


charged with operating a combine 
detrimental to the public interest by 
reducing competition within the 
trade, increasing prices and exercis- 
ing general control over the tobacco 


a moment that 


slashed wholesale prices on Lucky | largest seller of any cigaret manu- | 


I worried and I worried,” he de-|week job to the presidency of the | 


,»|ING AGE, 


have received a direct and clear-cut | 


, the companies were | 


a 


|Tobacco and $15,000 for W. C. Mac. 
donald, Inc., to $250 for two smal} 
Alberta jobbers. Collection Of the 
fines has been withheld pending ap. 
peal. 


An Anomaly 


The anomaly of this prosecution 
is that it comes at a time when the 
government itself is daily exten ‘ing 
j}its own powers to eliminate con pe. 
tition for war purposes. What js 
now clear is that while the govern. 
ment does not hesitate to eliminate 
competition where it wants to, ney. 
,ertheless competition is still to be 
|the basic merchandising princip 

The rule seems to be: “If voy 
don’t compete where there is no ¢ 
ernment control we will punish [f 
you do compete where there is ; 
ernment control, you will be pun- 
ished for that also.” 

Unless or until the government 
moves to set up controls, then | 
ness must consider that pre- var 
competitive conditions exist, a goy- 
ernment spokesman told ADVER(‘1s- 
Those who set up rules 
or controls which may be constriied 
jas against the public interest may 
be liable to penalties under the 
Combines Act. Until such time as 
| the government itself moves to con- 
|trol and regulate competition then 
manufacturers and distributors must 
still consider themselves under a 
“free” economy. 


Dodge's Part in 
First World War 
Recalled in Copy 


Detroit, Sept. 4.—The part played 
by Dodge cars in the first World 
War is being recalled in institutional 
copy being run by the Dodge divi- 
sion of the Chrysler Corporation in 
|newspapers on a cooperative basis 
Sept. 4-10 and in early September 
issues of Newsweek, The Saturday 
Evening Post and United States 
News. 

The copy, which is 

“1917” with the subhead “Perhaps 
‘You Remember,” recalls Dodge's 
| reputation for dependability in that 
,emergency and tells of the role be- 
ing played by the company in the 
current defense effort. 

The frequent use of the pronoun 
“you” isa feature of the copy, which 
It be- 
| gins: “This is not the first time you 
| hav e called upon Dodge automotive 
| Plants and men to meet a national 
| emergency.” 

Ruthrauff & Ryan is the agency. 


Wilken Back to L & T 
Schenley Distillers Corporation, 
New York, has appointed Lord & 
Thomas, New York, to handle ad- 
ivertising of Wilken Family whiskies 
The agency has directed promotion 
| Of this brand since repeal except fo! 
a brief interruption during the past 
year. Future promotion plans are 
|now being developed, according to 
S. D. Hesse, advertising manager 


Tuthill Buys NBC Bureau 

Daniel Tuthill, assistant manager 
|of the NBC Artists Service, is to be 
|the new owner of the talent organi- 
zation, it was reported here this 
| week. Official announcement of the 
|transfer has been held up pending 
| the signing of a formal contr: 
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Ray-O-Vac Appoints 


boom in the Troy area--housing short- | industry in that province. NEO gn Pg mn 
; 2 p Fines totaling $210,000 were im- ” sian an af Cox ll- 
climaxes months of labor and care, when age, soaring sales, mounting bank de- | posed. They range from $25,000 for Ewald Company to handle... a¢- 
one of America’s “battlewagons” lets posits. bacco Sales Company and Tuckett |consumer publications will be used 
go with a salvo. “Man your guns” in The Record | —- 
It’s the culmination of labors that | Newspapers, ‘Troy's sole dailies, to 
began in the Troy City Zone, at the "each these good spenders effectively. * 
United States Arsenal, where the big For only 12¢ per line they'll aim your EXCELLENT od 
Navy guns are made. Here “the men = Mess#ge at “everybody” in this major ven p 
ited the alia the New York State market of 115,264 con- WORKMANSH! 


men guns” 


THE TROY RECORD 
THE TIMES RECORD 


J. A. Viger, Advertising Manager 
All Advertising Handled Direct 


thousands of them—are working long 

hours, drawing fat pay checks as they 

aid in speeding the nation’s defense. 
They 


have created all the signs of a defense 


and thousands of other workers 
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Under a 104-degree sun, 300 Oklahoma civic workers 
and army officials formally broke ground for the city’s 
$16,000,000 plane depot on Wednesday, July 30. 


More than 2,500 Oklahoma farmers gathered at Still- 
water August 5, 6 and 7 for an annual farmers’ week. 
Farm women attended sessions addressed by outstanding 
state speakers including Oklahoman and Times’ Edyth T 
Wallace and Farmer-Stockman’s Lola Clark Pearson. 


More than 4,000 persons joined an Oklahoman 
and Times sponsored tour to Oklahoma's Ala- 
baster Caverns near Freedom, Sunday, August 10. 
Some parties drove 280 miles for the outing. 
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Officials report between 1,500 and 2,000 more auto- 
mobiles registered in Oklahoma City the first seven months 
of 1941 than in the same period of 1940. Tag agents report 
increases due to new city residents. 


On July 11 more than 400 Oklahoma business and stock 
men toured southern Oklahoma visiting the state's out- 
standing Hereford farms, studying herd improvement 
methods and exchanging ideas. 


BACK OF PAGE ONE--A MARKET DATA BOOK 


Down in the southwest cotton is selling at its highest 
price in eleven years. Farmers are holding get-together meet- 
ings to discuss farm improvement methods. Four thousand 
city folk pushed back their worries for a day to join a care- 
free caravan to one of Oklahoma’s underground show places. 


Page-one-only readers missed this news. But sales- 
hungry merchandisers dug in behind the page one headlines 
and found lots of good reading. They found news that tells 
of increased farm income that will soon be turned into radios, 
trucks and tractors... of educational meetings that are build- 


ing a sounder agricultural foundation...of luxury spending  , 


for gasoline, oil, food and beverages. 


Oklahoma City department store records paint the pic- 
ture of this activity. For the four weeks ending August 9, 
five stores reported sales 26°. ahead of the same period of 
1940. For the one week ending August 9, sales were up 
35%. Still other records of these same stores reveal the 
effectiveness of day-in and day-out advertising through the 
market’s most powerful media... The Daily Oklahoman and 
Oklahoma City Times. 


Based on August 15th prices, the highest since 
November, 1929, Oklahoma farmers will receive 
$75.10 for a bale of 1941 cotton. $44.50 was the 
average price to Oklahoma farmers last year. 


Aa 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMACITY * KVOR, CoLoRADO SPRINGS 
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Navy Enlistments 
Increase 100% as 
Result of Drive 


Washington, D. C., Sept. 3— 
Small-town newspaper advertising 
for Navy recruits resulted in a 100 
per cent increase in enlistments in 
the eight-week, tri-state campaign 
just concluded, according to Capt. 
F. E. M. Whiting, Navy recruiting 
director. 

While conceding the _ increase 
gained by the drive in Indiana, Iowa 
and Missouri was “considerable,” 
Capt. Whiting added that results 
obtained are “by no means conclu- 
sive” and that the Navy has not de- 
cided definitely to expand the effort 


weeks ago—and Maryland, Virginia 
and West Virginia—where first copy 
is due to break next week. Batten, 
Barton, Durstine & Osborn, New 
York, is the agency. 


Seek 13,000 Recruits Monthly 


Capt. Whiting said that enlist- 
ments for the country as a whole 
are now being received at a rate of 
10,300 a month. The recruiting ob- 
jective was 12,000 men a month un- 
til recently when it was raised to 
13,000. Beginning next year, the 
aim will be 15,000 monthly. He ex- 
plained that the shipbuilding pro- 
gram has progressed faster than was 
estimated, thus making necessary 
readjustments in personnel needs. 

Navy men predict that the “two- 


‘ocean fleet” will be substantially|tance and sign FTC stipulations 


Fight for Rights 
in FIC Disputes, 
Attorney Advises 


|be published in November by the 
|Callahan Company, Chicago. 


Should Defend Self 
| Although the government's efforts 
= clean up false advertising deserve 


| said, “if you have an honest product 
/and can support your contentions by 


harm to yourself and your whole 
industry if you do not intelligently 


Urges Honest Business defend your right to engage in law- 
to Defend Itself 


By IRWIN ROBINSON 


ful business. 

“It is the fighter who makes the 
‘law of the land and commands re- 
‘spect of government officials. The 
Constitution has given you _ the 


New York, Sept. 3.—Advertisers | right to your day in court. Take 
who follow the path of least resis- | 


| that day to tell your side of the case 
\if you believe you are right. It 


completed in 1944, two years ahead | instead of “fighting for their right| might be that all the government 


Fe eal 


to nation-wide proportions. 

In addition to the six other states | 
previously disclosed as included in 
the Navy program (ADVERTISING 
AcE, Aug. 11), seven more will be 
covered. Capt. Whiting revealed that | 
by October, Navy newspaper copy 
will have appeared in a total of 16 
states. The seven new additions are | 
North and South Carolina, Georgia, | 


Mississippi. The six in the group 
previously announced include Ne- | ¢999 900,000 
braska, Kansas and Kentucky— | 


of schedule. 


where the campaign started a few $71,000. 


Calls Special Meeting 


__ Stockholders of the Westinghouse 
| Electric & Mfg. Company have been 
‘called to a special meeting on Oct. 
|29 to vote on a $60,000,000 


and that the payroll 
has climbed to an all-time high of 


to do business” inflict incalculable | .3, prove is suspicion and hearsay. 


| harm on all advertising, in the opin- | That is not the ‘substantial evidence’ 


ion of Henry Ward Beer, New York | required by law. The government 


attorney and former trial counsel | 
for the Federal Trade Commission. | of the market, and it will not do 
Mr. Beer discussed some of the | co if you know your legal rights 
stock complexities: of FTC proceedings | and insist on them.” 
‘issue to provide for a gigantic ex- | Bere today in connection with his 
| pansion program. Defense demands | forthcoming two-volume treatise on 
have made this expansion impera- | this subject, which will extend from | 
Florida, Alabama, Tennessee and paw, ane quapeny Smee reves | the start of the original investiga- | proceedings 
bs pe so eegunest panne Se to | tion through appeals in the U. S. | claims challenged by the FTC, ex- 
ie District Court and Circuit Court of | pert testimony is frequently a vital 
Appeals up to the Supreme Court of | factor in the case, and conflicts be- 


has no right to force a good product 


Experts Frequently Conflict 


Mr. Beer pointed out that in court 
involving advertising 


‘the United States. The work will | tween experts introduced by the 


* 


‘Commission and by _ respondents 
conspire to complicate the issue. He 
remarked that the Supreme Court 
|has held that where experts hon- 


/estly disagree as to the effectiveness 
» | e |of treatments, and where a question 
Bloch’s choose new full-time WIBC :ssrsrerraecs 


TO COVER INDIANA 


= 


W" H. BLOCK COMPANY WITH LARGEST MEN’S CLOTHING 
DEPARTMENT GOES AFTER STATE-WIDE AUDIENCE 


@ WIBC's Bert Wilson, 
Hoosier state's ace 
sports announcer, leads 
the field in Indiana. He 
has the following. 


@ The Wm. H. Block Company, Indi- 
anapolis department store, wanted a 
responsive audience. They chose the 
new full-time facilities of WIBC be- 
cause it gave them the audience they 
wanted from one end of the state to the 
other. It takes that kind of a group to 
keep the largest men’s clothing depart- 
ment in the state—and, incidentally, 
one of the largest in the country—full 
of Hoosiers* buying clothes... Block's 
are smart merchandisers. They rank 
among the first ten in department store 


* Most of "erm bring their wive 


Indiana’s Friendly Station Z 


kkKkeK Kk * WIBC kk 


Affiliated with the Mutual Broadcasting System 


INDIANAPOLIS 


Represented by HOWARD H. WILSON CO., New York, Chicogo, Konsos City 


advertising space in the nation. They 
checked pretty carefully. 

As they expressed it—“We found 
WIBC to be the ‘hottest’ bet in Indiana 
radio, with more listener loyalty and a 
clear channel that reached out covering 
the state. We were interested in their 
Mutual affiliation, too.” 

a 
If you want to sell Indiana folks—a 
tremendous big bunch of them—in one 
convenient package—investigate what 
WIBC offers. 


hy 
{] 
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OFFICES AND STUDIOS ON NINTH FLOOR + INDIANAPOLIS ATHLETIC CLUB 


volved, no fraud can be charged. 

As an example of a manufactur- 
er’s courage in fighting through an 
FTC complaint, Mr. Beer cited a re- 
cent case involving Lutin tablets, a 
remedy offered for feminine ail- 
ments. In the District Court, he said, 
government doctors testified that 
the product had no _ therapeutic 
value, while experts representing 
the respondent described extensive 
experiments they had conducted, 
indicating that the remedy was val- 
uable. The court ruled in favor of 
the defense. The case is being ap- 
pealed by the Commission. 


Good Preparation Needed 


Improper preparation of an ad- 
vertiser’s defense can result in se- 
rious difficulties for the respondent, 


he said. In this connection he men- | 


tioned the case of Dr. Caldwell’s 
Syrup Pepsin, for 65 years offered 
as a laxative. The FTC backed up 
its contention that the product 
lacked laxative properties in terms 
of testimony by ten physicians. The 
defense “expert,” however, Mr. Beer 
claimed, was a chemist who testi- 
fied that he had put a piece of meat 
in the syrup for two hours, at the 
end of which time signs of digesti- 
bility were perceived. In effect, Mr. 
Beer pointed out, this was tanta- 
mount to an admission that the 
product was not a laxative. 

The attorney predicted that “the 
time will come when courts will 
hold in FTC and food and drug 


cases, that when there is an honest | 


difference of opinion among experts 
as to the value of a food or medi- 
cine, the charges of fraud and un- 
fair methods of competition will not 
be sustained.” 

In addition to his service with 
the FTC, Mr. Beer was formerly 
special assistant to the U. S. Attor- 
ney General. He is president of the 
Federal Bar Association for New 
York, New Jersey and Connecticut. 


Miller Heads Marketers 


William S. Miller, advertising 
manager and director of sales edu- 
cation of the General Fireproofing 
Company, has been installed as 
president of the Youngstown Dis- 
trict Industrial Marketers, a chap- 
ter of the National Industrial Ad- 
vertisers Association. Other officers 
are: J. W. Swanson, Sharon Steel 
Corporation, vice-president: W. H. 
Schafer, General Fireproofing, treas- 
urer, and Robert McCallister, 
Wearstler Advertising, Inc., secre- 
tary. 


“Winners Weekly” Bows 


Winners Weekly, a leaflet devoted 
to advertising and other kinds of 
contests and prize awards, has been 
launched by Allen Glasser, New 
| York. 


Use Newspapers, 
Magazines in RCA 


Victor Campaign 


encouragement and cooperation, he | 


Camden, N. J., Sept. 4.—A new 


VS- 


|paper advertising appropriation de. 
\scribed as “substantial” is 


| substantial evidence, you do great| made available to distributors ang 


b ing 


dealers to announce the 1942 RCA 
Victrola model V-215 Sept. 15-0ct. 
15 in principal markets concurrently 
with the use of color spreads ang 
other copy in September and Octo. 
ber issues of Life, The New Yorer. 
The Saturday Evening Post ang 
Time. Other spreads on the instry- 
ment, featuring the “Roll-Oyt” 
magic brain automatic recorg 
changing mechanism, will appear jn 
the same magazines, plus Esquire 
during November and Decembe: 

Features of the instrument which 
will be played up in copy include 
the convenience of phonograph op- 
eration and the substitution of what 
RCA Victor terms a magic tone cel] 
and a jewel-lite scanner for the 
conventional pickup and needk 

Copy also will point out that the 
weight of the moving parts is so 
scant that annoying mechanical! vi- 
brations are obviated. 


Changes Agency Name; 
Adds to Personnel 


Davis and Pearson, Hollywood ad- 


vertising agency, has changed its 
jname to Davis, Harrison & Sim- 
;monds. The agency has been ap- 
|pointed to handle advertising for the 
|Lime Cola Company, Montgomery, 
Ala., and will use radio, newspapers, 
outdoor and direct mail. 

The agency has made the follow- 

ing additions to its staff: Jack Lenz. 
formerly of Jack Lenz Art Studio, 
| Hollywood, has been named art di- 
|rector; Ed Foley has been added to 
the art staff; and Robert N. Latimer 
has been named production mana- 
ger, effective Oct. 1. 


-Groomes Joins 
“Advertising Age” 

| Charles B. Groomes, vice-presi- 
|dent of J. J. Devine and Associates, 
newspaper representative, and for- 
|mer general manager and treas- 
urer of Editor and _ Publisher, 
has been appointed advertising di- 
rector of ADVERTISING AGE and its 
associated publications. The change 
is effective immediately. 


Hancock Boosts Holloway 

Hancock Oil Company of Cali- 
fornia, Long Beach, has promoted 
H. S. Holloway, formerly assistant 
secretary and manager of fuel oil 
sales, to advertising manager. He 
replaces A. H. Schaad. 


Are you a NEWSPAPER muon: 
Well, I'm the new boy around 


here. How about a licking tor 
those radio guys? They're pretty 
swell. They go out and sell 4 
bunch of weeks at a time. | /e’ 
don’t sell one blurp at a time: 
nor three: NO! They tie up the 
local advertiser and they mike 
him make some money. ii he 
can, That's modern! That's prot’ 
able. That's hard to take! = /lou 
about doing a bit of the some’ 


How about making merchan'> 
your city WANT to advertise 
regularly, persistently, stub! 
tenaciously in YOUR newspare’: 
Why don’t YOU use the 0. \. ? 
You'd have it EXCLUSIV! It 
COPYRIGHTED. It does ne: 
Publishers LIKE it! ASS et 
our BIG red brochure. It TU! Ls. 
Write: 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave 
CHICAGO 
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Newspaper circulations often fall 
in July and August ...- BUT in July 
and August of 1941, The News set 


NEW SUMMERTIME HIGHS ! 


Average net paid circulation of the 


DAILY %) NEWS 


NEW YORK'S wees PICTURE NEWSPAPER 


July 1941 .... 2,006,511 
July 1940 .... 1,935,918 


GAIN over 1940... 70,593 


August 1941.... 2,015,396 
August 1940 .... 1,933,409 


(UM tome GAIN over 1940... 81,987 


HIGH fot, % 


| ¢ Average net paid circulation of the 
_ SUNDAY 8) NEWS 


NEW YORK’ PICTURE NEWSPAPER 


July 1941.... 3,531,777 
July 1940 .... 3,406,866 


GAIN over 1940... 124,911 Jill 


August 1941.... 3,597,732 | 
August 1940 .... 3,362,093 | ) 


GAIN over 1940... 235,639 


Knee 


NEWS BUILDING 
0 E. 42d St., N.Y. 


22 Cc. 


+. 
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Winchell, Pacific 
Coast Top Hooper 
Quarterly Ratings 


New York, Sept. 4—Walter Win- 
chell continued to ride the crest 
as the number one program on the 
Pacific Coast and in the South, was 
second in the East and seventh in 
the North Central area, according 
to the Hooper Rating Service report 
for May-June-July 1941. Other top 
programs in the four areas were the 
Lux Radio Theater, the Aldrich 
Family, Bob Hope, Jack Benny, 
Fibber McGee, Charlie McCarthy 
and Hap Hazard. 


In this report, the quarterly rat- | 


ings by time periods for CBS, Mu-| 


tual and NBC Red 
given. In sets in use, the 
Coast led, with 39.7 per 
tween 8 and 8:15 p. 
day (Walter 
showed the low, 7.8 per cent be- 
tween 2:30 and 3 p. m. PST Mon- 
day. The Pacific area likewise led 
in network ratings, with 29.4 per 
cent for the Pacific Red network 
during the Winchell program. 

The available audience rating— 
the percentage at home and awake— 
indicated a North Central area lead 
with 86 per cent between 7 and 8:30 
p. m. CST Monday evening. 


and Blue are 


Pacific | 
cent be- | ever 
m. PST Sun- | mission, 
Winchell), and also| Compensation, or any allowance or 


In recruiting efficiency, the pro- 
portion of the available audience 
which is listening, the East led with 
46.8 per cent on Thursday evening 
between 9 and 9:30 p. m. during the 
broadcasts of Bing Crosby on NBC 
Red and Major Bowes on CBS. 


R. C. Williams Gets 
FTC Brokerage Order 


R. C. Williams & Co., 
has been ordered by the Federal 
Trade Commission to desist from 
violation of the brokerage provision 
of the Robinson-Patman Act. FTC 
investigation of the food firm dis- 
closed that allowances 


purchases from out-of- 
state sellers. 

The FTC order bars R. C. Wil- 
liams “from receiving or 
from sellers in any manner what- 
anything of value as a com- 
brokerage fee or other 


discount in lieu thereof upon pur- 
chases of commodities made by the 
respondent.” 


Gets Shoe Account 


Logan & Rouse, Inc., 
geles, has been appointed to handle 
the advertising of Cobblers, Inc., 
maker of California Cobblers and | 
Moccarounds _ shoes. Magazines, 
business papers, circulars and win- 
dow displays are scheduled. 


Los An- 


New York, | 


and dis-| 
counts were accepted by Williams | 
in lieu of brokerage in connection | 
|with its 


accepting | 


HELPS DEFENSE 


| Ward Baking Company helps promote 
| the sale of defense bonds with a mes- 
| sage imprinted on its bread wrappers. 
One hundred million have already been 
imprinted in this way. 


Gets Insurance Account 


The National Union Fire Insur- 
ance Company and the Birmingham | 
‘Fire Insurance Company, Pittsburgh, | 


—— New York, as advertising 
counsel, effective Oct. 1. Raymond 
D. Parker will be account executive. 


| There’ s a Brand New iene > 
Market Opening Up i in 1 the South 


New cars will be at a preynium this fall. 


around! 


There just won't be enough to go 
Which means that hundreds of thousands of the 9.418.217 owners of 


motor vehicles in nineteen southern and southwestern states (1940 registrations ) 
will have to be satisfied with overhauling and renovating their old models. 


Dealers, anxious to replace their new car profits, are turning to their service and 


parts departments for revenue. 
garages see the competition and are meeting it 
with new equipment to bring their own places 


completely up-to-date. 
brand-new 


Sixteen-cent 
projects, ne 


cotton, 


west. 
42 gallons per 
of the country, 
vehicles require ALL, 


“ripe” market for automotive parts 
and equipment, this is it! 


w industrial plant construction and 
expansions will put an unprecedented wallop 
into the buying power of the south and south- 
Average southern gasoline consumption, 
‘ar per year higher than the rest 
attests to the service southern 


YEAR “ROUND. 


Independent 


If ever there was a 


hundreds of defense 


You want this market! 


Start 


selling it NOW! SOUTHERN 


{UTOMOTIVE JOURNAL reaches for you 19.091 net paid A.B. C. 


potential customers, including 
and distributor on record, 
car dealers, 


and a large 
independent garages, 


practically Southern jobber 
of the important 


and super service 


every 
majority 
fleet owners, 


stations from Chesapeake Bay to the Rio Grande! 


Remember that the South, 
BUYING! 


innual New 


Vodel Number. 


GRANT BUILDING, ATLANTA. GEORGIA 


this fall more than ever before, is 
Send your space reservation at once 


for the October 


‘COTTON e ELECTRICAL SOUTH ¢ SOUTHERN HARDWARE ¢ SOUTHERN POWER and INDUSTRY 


Phils’ Pally 


have appointed Parker-Allston As- | 


Passes Muster But 
‘Poly’ Passes Out 


Pure Oil Wins, Loses 
in Trademark Contro- 
_ -versy 


Washington, D. C., Sept. 4.— 
Phillips Petroleum Company can 
have its “Polly” but not its “Poly,” 


according to Patent Office decisions 
‘on two trademark applications by 
|Phillips which were opposed by 
'Pure Oil Company. 

First Assistant Commissioner 
|Leslie Frazer dismissed Pure Oil’s 
| opposition to Phillips’ application to 
‘register a composite trademark pic- 
|turing a parrot with a scroll in its 
/mouth upon which 
|word “Polymerized” 
‘four letters displayed in 
|larger type than the others. 


| Cites Confusing Possibilities 


Pure Oil contended “Poly” 
accepted abbreviation for 
merized”’; that a parrot is a 
that “Polly” and “Poly” sound | 
|alike and that “Poly” means “Poly- | 
merized.” Since 
admittedly a descriptive term for 
gasoline and hence not eligible for 
a trademark, Pure Oil argued that 
a picture of a parrot, at least in 
association with “Poly,” is likewise 
descriptive. 

Mr. Fraser 
untenable in 
decision of the Examiner 
Mark Interference. He conceded 
that “Polly” means parrot but held 
that “Poly” has no such meaning. 
_Moreover, he pointed out, the word 
“Poly” is not used alone in 
case but as a part of “Polymerized.” 

In a special application, Phillips 
sought to register the bare word 
“Poly” as a trademark for gasoline. 
This time Pure Oil’s opposition was 
sustained and application denied. 
Commissioner Frazer ruled that 
“Poly” is a decisive term, and that 
competitors would be harmed if 
jone company were granted its ex- 
|clusive use. 
| 


NAME PETROLEUM 
ADVERTISING COMMITTEE 


with the first 
much 


is an| 
“Poly- 


held this argument 
affirming the earlier 
of Trade 


| Washington, D. C., Sept. 4.—Ap-_ 


adv ertising sub- 
and 


pointment of an 
committee to consult 
|the District No. 1 
|mittee on methods of combating 
‘the Eastern gasoline shortage was 
announced today by the office of 
Petroleum Coordinator Harold L. 


Ickes. 
| The group is headed by L. T.| 
Kittinger, vice-president of Shell | 


Oil Company. The other members 
}are Harold L. Curtis, also of Shell; 
Eben Griffiths, Socony-Vacuum Oil 
Company; S. M. Birch, Texas Com- 
pany; J. A. Miller, Standard Oil 
‘Company of New Jersey; and W. L. 
Faust, also of Socony-Vacuum. 

| Two other sub-committees on fuel 
|oil and asphalt were also named. 


All three will investigate problems | 


is printed the | 


“polly”; | 


“Polymerized” is | 


this | 


advise | 
marketing com-| 


—— 


that the emergency is less serivys 


'than the public has been led to be. 


lieve, and that the problem could 
be solved in short order if idle raij- 
road tank cars are pressed into 
service. 

Conferences involving railroad 
and gas interests are in progress. 
|with indications pointing toward a 
rate adjustment which would make 
|it possible for refiners to use raj] 
transportation. 


FTC CRACKS DOWN ON 
GULF INSECTICIDE COPY 

Washington, D. C., Sept. 4.—Gulf 
Oil Corporation has run afou! of 
the Federal Trade Commission ip 
connection with its advertising of 
insecticide products. A comp): int 
charging misrepresentations in Gulf 
spray and Gulf live stock sp ay 
copy has been issued. 

The complaint charges Gulf » ith 
advertising by radio, newspaver, 
magazines and road maps that the 
live stock product “gives a Ww 
complete protection,” “will assure 
you of healthy, contented cows” ind 
\“will not taint milk.” 

FTC claims the spray does jot 
afford protection from all type: of 
| insects, and will taint milk. Gulf 
|spray claims of “sure death” n- 
|sects but “so pure you can 2 tale 
‘with it’ are equally false, says FTC 


TRAVELERS HELPS SOLVE 
GAS SHORTAGE PROBLEM 

Hartford, Conn., Sept. 4.—With 
'the Eastern gasoline situation occu- 
| pying the attention of motorists, 
Travelers Insurance Company today 
offered its own contribution to 
servation, safety and economy” by 
sponsoring an unusual piece of edu- 
cational copy that will appear in 
'65 newspapers along the Atlantic 
seaboard by the end of next week. 

Under the caption, “How to 
|stretch a gallon of gas,” copy fea- 
}tured a chart showing the number 
lof miles which can be obtained from 
one gallon of gas at five different 
‘speeds ranging from 25 to 65 m.p.h., 
with a mileage of 20 for the lowest 
and 12 for the highest speed. Copy 
explained that “this chart shows 
what one gallon will do for you if 
you're an average driver, in an aver- 
age car, on an average road.” After 
going into the relatively high cost 
of gasoline when traveling at high 
speed, copy pointed out that “oil, 
tires and maintenance all enter the 
‘expense picture as speed is in- 
creased.” 


“con. 


Urges Lower Speed 


The concluding paragraph sum- 
marizes the argument for low speed 
“So it’s expensive, as well as dan- 
|gerous, to travel at high speeds 
That’s something to think about, not 
| only in relation to your purse and 
| your personal safety but also in re- 
| gard to the nation’s gas conserva- 
|tion program. Any way you figure 
|it, speed is mighty expensive.” 

A second chart, entitled “Cost 
|chart based on 1,000 miles of travel,” 
|shows the cost of gasoline, oil, tres, 
maintenance, and the total cost per 
1,000 miles and per mile involved 
in traveling at 25, 35, 45, 55 and 65 
m.p.h. 

Young & Rubicam 
Travelers account. 


handles the 


Cancels Tour Copy 


arising in their particular branch 

|of the industry in connection with | Home Oil Distributors, Ltd.. Van- 
the federal program to meet the/|couver, canceled its summer acver- 
| threatened shortage. tising campaign 48 hours after 
the Canadian government haé@ 
Senate Sees Easy Answer }announced a fuel conservation pro- 
Meanwhile, the special Senate |8™@m. Newspapers and pan a: 
committee to investigate the gas ers that had carried the them bool 
- plore At Home” were blanked over 
situation is continuing hearings. night, and replaced with “Britain 
Testimony taken to date has led | Needs Tankers—Cooperate, duce 

committee members to comment! Your Mileage.” 
al 


“Ask your 

Agency ~ 

to ask the . 
LONEL!” &2 


a 


- 


FREE 


Bids se) me 


KDAL 


CBS - CP 1000 watts - 6/0 KC 


DULUTH 
& PETERS, INC. 


YZ’ Exclusive National Represenliives 
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Endurance Aid 
Theme Revived for 
Knox Gelatine 


| Magazine, Redbook, The Saturday 


Home Journal, McCall's, Parente OCHeNIey Plays Up 
Evening Post, True Story sna | Oles of States in 
Woman’s Home Companion. sure Making Whiskies 


may be added later in the course | 

of the campaign. Kenyon & Eck-| . | | ” 

hardt is the agency. New _York, Sept. 4—With copy 
dramatizing the role played by four 


jare distilled, 


ments ranging in size from 1,200 to 
360 lines. 

Both magazine and newspaper 
copy stress the particular quality 
contributed by each of the four 
states in which Schenley whiskies 
with illustrations of a 
map of each state outlined against 
a typical background scene. Brown 


Buckley Teaches 


Earle A. Buckley, president of the 
Earle <A. Buckley Organization, 
Philadelphia, and Treasury Depart- 
ment consultant directing mail sell- 
ing of Defense Savings Bonds, will 
begin a class in advanced business 
letter writing for executives, corre- 
spondents and department heads on 


. | different states in the production of |g T} as is the agency. Sept. 15. A second class, for secre- 
Merge Station, Paper Schenley whiskies, Schenley Distil- ee ee ne taries and stenographers, acc ys 
"Why Not Try Drinking. Station WMJM and the Dispatch, |lers Corporation today launched an | a a Pi eng Ps ong pend 
" ine C Cordele, Ga., have been merged to extensive magazine and newspaper | FM Station Gets O. K. president. . : 
Knox? Magazine Opy | “sive Cordele and Crisp county bet- |campaign for its Red and Black 


| ter public service.” James S. Riv- | Seaboard Broadcasting Corpora- 


Suggests 


lers, manager of WMJM, becomes | Label brands. | tion, owner of Station WIBG, Glen- . . . 
general ccenaer of the Cordele| Beginning with full page, four- side, Pa., has been granted a con- | Winery to Critchfield . 
few York, Sept. 3—Knox Gela-| Dispatch Publishing Company. | color copy in Time, magazine copy | Struction permit for a new FM | : Golan Wines has named Critch- 
ine Company as retumed to the] Gomnes Peaverizing” accor, pes [Wil continue with monthly inser. |oo"res, ‘The new station will advertising” for ‘Legend. wines. 
- seeshsareod of its product ool reno caiaae wanaainn air on the Dis- | Uns In Cue, Esquire, Life, The New | use the call letters W81PH, and} Magazines, newspaper and radio 
of SRENS Comurenes Mh 8 heavy |patch and the Crisp County News, | Yorker and Playbill, and 150 news- | will be the fifth FM outlet approved | will be used. Irving D. Auspitz is 
magazine campaign launched in| both published by the company. |papers will carry weekly advertise-| for Philadelphia. ‘account executive. 
September issues. . - 
Placing special emphasis on the 
protein content of Knox Gelatine —- 
and the importance of proteins in 
the daily diet, the campaign is built 
around Knox as a recipe ingredient 
and “The Knox Build-Up Plan.” 
Copy includes a coupon for which 
consumers may obtain free two 


recipe booklets and a booklet ex- 
plaining the “Build-Up Plan.” 
Featured in the first insertion is a 


photograph of a fruit salad, with the | 


recipe for its preparation, followed 
by a 


strip captioned “Too Much | 


Housework? Perhaps Drinking Knox | 


May Help.” Two women are pic- 


tured, with one woman suggesting | 
to the other, who is worn out after | 


housecleaning, that she drink Knox: 
How It Works 


“Ist Woman: Why not try drink- 
ing Knox? I’ve read of hundreds 
of men and women who drank Knox 
for 28 days ...and 2 out of 3 said 
they felt better at the end of their 
working day. It might help you. 
2nd Woman: I know that enough 
protein from various sources is im- 
portant to sustain vigor and stam- 
ina. I can see where drinking Knox 
is an easy way to get supplemental 


ye: ie larger percentage advertising gain from January 
Knox, scientific experiments have 


proven that the pulse of subjects 


who drank Knox Gelatine regularly | 


recovered its normal rate 
quickly after exertion than ordinar- 
ily. A report on the experiments 


more, 


was published in the June issue of | 


Medical Record. 
Signed FTC Stipulation 


Last May, Knox signed a supple- 
mental stipulation with the Federal 
Trade Commission by which it 


agreed to cease promoting gelatine | 


as a means of increasing vitality and 
decreasing fatigue and that these 
claims 
scientific laboratory tests. (ADVER- 
TISING AGE, May 12) Knox also 
agreed to discard other claims that 
its gelatine makes athletic injuries 
less serious; increases muscular 
work capacity from 50 to 100 per 
cent and energy output 37 to 240 per 
cent; enables a person to sleep bet- 
ter; and is “an amazing discovery.” 

Two-column, black and white in- 
Sertions for the new campaign will 
continue monthly until the end of 
the year in American Magazine, 
Better Homes & Gardens, Cosmo- 


——— 
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CAMPRIGHS? 


have been backed up by | 


through July, 1941? 


of these cities? 


Comic medium? 


SEPTEMBER AD QUIZ 


a” 


1..-What national Comic publication has had the 
greatest advertising gains from January, 1940, 


2..-What national Comic publication has had a 


through July, 1941, than the combined percent- 
age gain of the Saturday Evening Post, Collier’s, 
Life, Liberty and Time? 


3 ...-What national Comic publication offers adver- 
tisers concentration of circulation in so large a 
number of cities of 10,000 population and over 
that it becomes merchandisable to all whole- 
sale and retail outlets within the trading areas 


4...What national Comic publication is patronized 
by more national advertisers than any other 


5 ..-What national Comic publication delivers to 
its advertisers that important ingredient needed 
in almost all successful advertising campaigns 
—“Dealer influence?” 


“ 
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Flintkote Swings 
Into ‘Repair for 
Defense’ Campaign 


(Picture on Page 39) 


New York, Sept. 4.—Spotlighting 
a “rare opportunity to serve our 
country and ourselves,” Flintkote 
Corporation moved swiftly this week 
to marshal its 10,000 dealers behind 
the Federal Housing Administra- 
tion’s “Repair for Defense” cam- 
paign. 


“Here's a kilowatt, me friend, fer 
WFDF Flint! It’s 910 and yer 
out—all over eastern Michigan!” 


Simultaneously with the appear- 
ance of a double-page spread on this 
theme in architectural and building 
supply publications, Flintkote dis- 
patched to its local outlets a com- 
prehensive portfolio outlining the 
objectives of the drive and indicat- 
ing how alert dealers might tie in 
with the sales opportunity placed 
before them. “Repair for Defense’”’ 
copy appeared in American Builder, 
American Lumberman, American 
Roofer, Architectural Forum, Build- 
ing Supply News, The Constructor, 
Pencil Points and Practical Builder. 


Extends to Consumer Copy 


Mention of the defense need will 
be made in Flintkote’s consumer 


|copy appearing this fall in American 


Home, Better Homes & Gardens, 
Country Gentleman and Holland’s. 
In some localities the company will 
also sponsor newspaper advertising 
cooperatively with dealers, while in 
other markets’ building supply 
houses will place their own news- 
paper copy. 


“Adequate housing for workers in | 
industrial areas is an urgent defense | 
need,” Stuart H. Ralph, vice-presi- | 
| Morgenthau, Jr., will address the 


dent of the company, told dealers. 
“Much of the pressing demand for 


defense housing can and must be | 


met by the immediate repair and re- 
modeling of existing 


dwellings. | 


quickly and economically to provide 
needed rooms, apartments and liv- 


ing quarters for defense workers | 


and their families.” 
Outlines Dealer Plan 


To assist dealers in securing their | 


share of the huge repair market, 
Flintkote outlined a detailed, five- 


point plan of procedure which en- | 


compassed organization for the in- 
tensified program, practical sales 
tips and promotion suggestions. The 


latter included newspaper advertis- | 
and point-of-sale | 


ing, direct mail 
display material. 


The FHA-sponsored “Repair for | 


Defense” campaign grew out of the 
realization that 5,000,000 defense 
workers and their families are in- 
adequately housed today. According 


to defense officials the total value of | 


U. S. homes is approximately 80 
billion dollars and even in normal 
times obsolescence amounts to about 
2 billion dollars annually. One-third 
of the nation’s homes are said to be 
between 25 and 50 years old. 


To Hear Morgenthau 


Secretary of the Treasury Henry 


Boston Advertising Club’s first ses- 
sion Sept. 9. Defense bonds, 1941 
fiscal policy, taxation and a glimpse 
of the future are among the topics 
expected to be touched upon during 


Es | Y Old houses can be converted | his speech. 


MAELO 


The Magazine of Fecal Estate’ 


Announces a Big New 


REFERENCE ISSUE 


To Be Published Early Next Year. 
It Will Contain the Complete Official National 


ROSTER of REALTORS 


— Over 350 Pages of Reference Data and Listings — 


Procurement, Ete. 


*Readers of Freehold Are Active Leaders In— 


@ Operative Home Building and in Store and Apartment House Con- 
struction @ Management, Maintenance and Modernization of Office Build- 
ings, Stores and Other Commercial Structures @ Management, Mainte- 
nance and Modernization of Homes and Apartment Buildings @ Finane- 
ing All Types of Properties @ Insurance: 
Appraising All Types of Properties @ Brokerage: Buying and Selling All 
Types of Properties for Clients @ Government Work: Housing, Priorities, 


ONLY FREEHOLD GIVES TOTAL REALTOR COVERAGE 


lire, 


Casualty, Liability @ 


Plan Now To Use Space In This Important Number. 


Further Details Upon Request. Also Ask For a Copy 
of Our Booklet, ‘‘Multiple Market Merchandising”’ 


FREEHOLD + 22 West Monroe Street « Chicago, Illinois 


HOT FOR MENNEN 


| Mennen gives its new radio show, "What 
Price Glory,” a sendoff with this poster. 
The new show, featuring Victor McLaglen 
and Edmund Lowe, is Mennen's biggest 
splash in the radio pond. It will be 
| heard over 90 NBC-Blue stations from 
| 7:30 to 8 p.m., EST, beginning Sept. 28. 
Russel M. Seeds Company is the agency 
in charge. 


Edison-Splitdorf Plans 
“Save The Gas” Drive 


Edison - Splitdorf Corporation, 
| West Orange, N. J., will launch a 
'fall sales promotion campaign based 
on a “save the gas” theme. The 
campaign is destined to make the 
public, as well as retailers, consci- 
ous of the important part spark 
plugs play in the conservation of 
gasoline, through regular inspection, 
cleaning, adjustment and replace- 
/ment. 

Springboard for the program will 
be a complete campaign package to 
be distributed to jobbers, dealers 
and salesman, which will include 
coat lapel tags to be worn by sta- 
tion attendants and store clerks, and 
windshield stickers for motorists. 
Banners carrying the “save the gas” 
slogan will be prominently dis- 
played at gas station pumps. Fed- 
eral Advertising Agency, New York, 
directs the account. 


MacLean Boosts Rates 

The MacLean Publishing Com- 
|pany, Toronto, has issued new rate 
|cards, numbers 24 and 15, respec- 
tively, for Maclean’s Magazine and 
Chatelaine. Maclean’s full - page 
rate was advanced from $1,320 to 
$1,400, its line rate from $2 to $2.15. 
| Rates for Chatelaine were advanced 


from $1,300 to $1,375 for a full page; | 


from $1.95 to $2.10 per line. Simul- 
taneously, the company announced a 
circulation increase for Maclean’s 
Magazine from 250,000 to 275,000, 
and for Chatelaine from 225,000 to 
250,000. 


—< 
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Current Trade 
Problems Top 
Boston Parley 


Boston, Sept. 4.—Three major 
themes will be discussed at the 
thirteenth annual Boston Conference 
on Distribution to be held at the 
Hotel Statler Oct. 6-7. They «re 
Latin American trade relations, 
price control under war emergen: ies 
and important trends in distribution. 

Trade relations with Latin Am»r- 
ican countries will be discussed by 
Nelson A. Rockefeller, coordinator, 
and John E. Lockwood, general 
counsel, of the Office of Inter-Am-r- 
ican Affairs, and some top flight ex- 
ecutives who have been doing bu si- 
ness with South America for ye. rs 

H. M. Richardson, chief plastics 
engineer, General Electric Company, 
and Dr. John H. Frederick, profes- 
sor of transportation and industry 
at the University of Texas, il] 
highlight the session devoted to dis- 
tribution trends while Dr. Melvin 
|T. Copeland, professor of marketing 
‘at the graduate school of business 
|administration at Harvard Univer- 
sity, and Dr. Julius Hirsch, business 
research engineer, are scheduled to 
| give talks on price control. 

The conference is sponsored by 
ithe retail trade board of the Boston 
Chamber of Commerce in coopera- 
tion with the Harvard and Boston 
university schools of business ad- 
ministration, the Massachusetts In- 
stitute of Technology and leading 
national business associations. 

“War emergencies facing us to- 
day,” declared Daniel Bloomfield, 
director of the conference, “involve 
serious consideration of the prob- 
lems of distribution. The problems 
involved in the distribution of guods 
in peace time are accentuated in 
times like these. For it is highly im- 
portant that not only must the flow 
of goods for war purposes be smooth 
}and economical but the great mass 
of consumers must be _ protected 
against shortage of necessary items 
| in their family budgets and against 
ow price increases.” 
‘Markey Joins WNBH 
| Raymond D. Markey, formerly 
|with station WTHT, Hartford, has 


been named commercial manager 
of station WNBH, New Bedford, 
Mass. 


Morrill Raises Crowell 

R. S. Crowell, for the past 10 
years with the George H. Morrill 
Company, division of General Print- 
ing Ink Corporation, New York, 
has been named sales manager. 
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. business section has been estab- | organizing a chain of small gas sta- pom Cook Book Hunter to Mexico 

Query Advertisers lished within the anti-trust division | tions in Atlanta. He later served nineties dain te thanee wes| Wilken, i. Waiied, ened e- 
| of the Department of Justice. jas hg ee go a tice, Better Homes & Gardens, Des | sociated with Batten, Barton, Durs- 

8 . Special Staff Set Up | socia — aceaa athe etailers, | Moines, will retail its new cook|tine & Osborn, has been appointed 
Small Business represented gas retailers on the Na- | book through book and department | advertising representative of Cia 
in This section, Mr. Arnold wrote, tional Defense Commission, and | stores instead of direct to subscrib- | Mexicana de Aviacion, S.A., Pan 
will devote itself exclusively “to|was chairman of the Georgia Pe- | ers as formerly. The new cook book | American Airways’ subsidiary, with 


Inquiry of Senate those problems of small business|troleum Commission. He will be | | will retain its popular looseleaf form | headquarters in Mexico City. 


for which a remedy may be found | buttressed by a staff of economists, /and will be backed by a four -color | 


in governmental action, particu-|investigators and experts on small | full- page advertisement in the 
— larly through enforcement of the Garaaue a magazine and extensive dealer aids. | Belcher Names Snow ; 
Effects of Advertising anti-trust laws.” The full facili- cmnsmemmiensecnne | It sells for $2. Studion ge rg Mh gen md 
. ° ties of both the new section and P . cow age Deo ne Wee 
Being Studied by Come tie Snti-trust division as a whole | Starts Music Drive KIRO Shuffles Staff | eee By 4 Seiten 
mittee will be placed at the disposal of| Contracts for 15 and five-minute| Station KIRO, Seattle, has made| Business papers and direct mail 

all small business men and any|programs on behalf of Rudolph a tentative reorganization of the | will be used. 
Washington, D. C., Sept. 2.—First groups representing them. | Wurlitzer Company, Cincinnati, | staff in which Loren Stone assumed | 


; <Sauet y , . |have been placed on station WGN,/|the duties of assistant manager . 
steps toward the investigation of cag —- by a _ Chicago, WGAR, Cleveland. WWJ, J. A. Morton, sales manager, took | OPens Own Studio 
advertising planned by the special | 12% Olen nase active in the flelde | Detroit, WMCA, New York, WEBR,| over local ‘and national ‘sales;| Beldone Nyder, for 12 years a 
Senate committee to survey small tion. eee Sees oe the fie ** | Buffalo, and WBNS, Columbus. Maury Rider, formerly chief an-| member of the sales service depart- 
business problems have been taken of investment banking and busi-| programs will feature music and nouncer, advanced to operations| ment of the Chicago Daily News, 
with the sending of a letter to lead- |M€SS insurance, he became a small | musical instruction. Schwimmer! supervisor; and Jack Kinzel be- | has opened his own studio at 333 N. 
ing advertisers, outlining the ad- business man himself in 1935 by! and Scott, Chicago, is the agency. (‘came chief announcer. ‘Michigan avenue, Chicago. 
vertising complaints registered with 
the committee by small business 
men and asking manufacturers for 
comment and suggestions. 

The letter was dispatched by 
Crichton Clarke, legal counsel to 
the committee and former counsel 
of the American Fair Trade League, 
and a number of answers have al- 
ready been received. Information 
obtained will be used in making up 
the broad questionnaire to be sent 
out on a wide scale. The question- 
naire, which had been scheduled to 
go out some weeks ago, will not be 
prepared for at least another week. 

Names of the advertisers receiv- | 
ing the preliminary letter from Mr. | 
Clarke are not known, but it was | 
learned that the list included the 
leading cigaret companies. It is | 
presumed that other concerns whose | 
products are heavily advertised and | 
sold at a low profit margin were in- | 
cluded. A committee spokesman 
said that some of the replies al- 
ready received have proved en- | 
lightening, while others have been | 
of no practical value to the in- 
vestigators. | 


Complaints Cited 

Mr. Clarke’s letter cited objec- 
tions raised by small business men | 
to advertising practices of big busi- | -TH EY AR . 
ness. These included the claim that | 
retailers are compelled to stock | 
products which they must sell with- 
out profit. Heavy and consistent TH E Vi TAL 
advertising, according to the com- 
plaints, has created such a high de- —_ 
gree of brand acceptances on the T 7 z on ee. 
part of the public that retailers M AR K E < 3 in a Bite. : 
must carry such products. It is es 

laimed that it is often unprofitable = Boston 
for them to do so, for the manufac- hp V e WTil C Hartford 
cece" foe VICTORY 42 NEW ENGLAND 

verhead costs. WEAN Providence 
It is understood that advertisers | — 


were asked if such situations as WTAG Worcester 
this exist in their field, and whether 


Pores O single station, or small combination of stations, can reach and sell WICC Bridgeport 
for the abuse. Suggestions were | N H 
‘so sought for remedial measures. | rw 


, Silite alles bx taka of ana | this prosperous six states area because it is definitely divided into WCSH Portland 
usineéss was revealed today when 


( Assistant Attorney General Thur- i i i | nit in itself. Lowell 
| Jee Amota made public a letter specific buying centers, each a salient sales u e WLLH 
‘0 Sen. James E. Murray, chairman Lawrence 


if the small business committee. | Every one of these key sectors merits intensive promotion. Communi , 
‘ne letter disclosed that a small Y Y P ty WSAR Fall River 


‘ee 


_ merchants expect it — community residents respond to it and repeated WLBZ Bangor 


; . ae " P WFEA Manchester 
Re: Wewscotot successes of foresighted advertisers prove that this ‘all out'' attack is WNBH New Bedford 
FOOD = Advertising “< 


pipe essential for maximum results. WBRK Pittsfield 
Memo To THE MAKERS WNLC New London 


You get this sales-effective coverage 


READ WLNH Laconia 
of BOND _ — only with the 19 stations of The Yankee WRDO- Augusta 
y"Newell: 
a Yankee 


Justa word of tha 
scheduling of Gene 
thru your agence 


Network, which delivers locally ac- wCOU Lewiston 


‘ : GAA Emmett Co. = + Ae ay Ore Auburn 

= 2 - Oo , . . 

3 Ke have R: Raas a 2000 il sll cepted, locally acted upon advertising. WHAI Greenfield 
) We'll bet the 

2 far allalia plenty of bread. It's a "'must'’ on every radio campaign WSYB Rutland 


\ we have samples of 
*wscolor broadsides with 
smacking color illustra- 
as ©! bananas; also pine- 
‘Pples, peaches, and packaged 
"oduct Newscolor—high- 
Peed, low-cost web rotary 


nih cn THE YANKEE NETWORK, INc. 


Samples 


WELI New Haven 


JOHN SHEPARD 3rd. | 


President, The Yankee Network 


in New England. 


ae 
SH 21 BROOKLINE AVENUE, BOSTON, MASSACHUSETTS EDWARD PETRY & CO., INC., Exclusive National Sales Representatives +2 
OPPING NEWS 
Division CLEVELAND / 
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printed promotional material. 
First gun of the fall program will 
be a four-color spread appearing 
about the middle of September in 
The Saturday Evening Post. This 
will be followed by a _ consistent 
magazine schedule which will in- 
clude American Magazine, Atlantic, 
Collier’s, Cosmopolitan, Fortune, 
Harpers, Liberty, Life, Look, Na- 
tional Geographic, The New Yorker, 
Newsweek, The Saturday Evening 
Post, Time and True Story. The 
farm market will be reached with 
California Cultivator, Country Gen- 
tleman, Farm Journal and Farmer's 
Wife, Pacific Rural Press, Southern 
Ruralist and Western Farm Life. 


Magazine of Wall Street, 
Week, Financial World, 
and The United States 


Barron’s, 
Business 
Forbes, 
News. 
Large size newspaper announce- 
ment copy will break in cities and 
towns as dealers receive their 1942 
cars. Some of the announcements 
will be in two colors and announce- 


sistent newspaper schedules. Ap- 
proximately the same number of 
radio stations which carried Stude- 
baker news and sports commen- 
taries in 1941 will be used on simi- 
lar schedules this year. 


Will Stress Quality 


Studebaker’s announcement copy 
will talk quality, probably along 
the lines laid down in a recent 
statement by K. B. Elliot, vice- 
president in charge of sales, 
“the new line is superior 
bility and appearance .. . and the 
same high standards of careful 
building that went into previous 
runs of cars will be rigidly main- 
tained.” 

Best key to Studebaker’s adver- 
tising outlook was President Paul 
G. Hoffman’s talk to newspaper and 
business paper editors (ADVERTISING 
AcE, Sept. 1) in which he stated 
that Studebaker’s advertising ap- 
propriations had always been deter- 
mined on a unit basis of a definite 


allotment per car produced. “We 
will continue to make appropria- 
tions on the same basis . . and 


there is at least a strong possibility 
that the appropriation for this 
model season may be increased be- 
yond that amount.” 

Roche, Williams & Cunnyngham, 
Chicago, is the Studebaker agency. 


LABELng 


EVER READY'S FREE BULLETIN MAKES 
“TELLING THE CONSUMER” EASY! 


TEAR OFF AND ATTACH TO LETTERHEAD. 


"NAME 


Ever Ready LABEL Corporation 


141B East 25th St. New York. N. Y. 


Business publications scheduled are | 


ment copy will be followed by con- | 


that | 
in dura- | 
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Studebaker Driv | Direct Mail Club C | p | 10% by the company’s color research | among men and women of 50.5 per . 

department, cover the same ques- cent while black and white p pes 
| e Launches New Season 0 OF U i) 0 | tions on a national scale as did the |rated 30.7 per cent. A fur: er 0 
B » a ong Pg | 28 age a. Club, Association of National Advertisers’ | breakdown showed women more fe 
ew York, will hold its first meet- | M § b |“Color in Magazine Advertising” in | susceptible to color than men it = 

. ‘ » With 
to reak in He = a Prowse ‘> age FB at | ore, urvey y 1931. | ratings of 52.1 per cent for color to of 
, sivutiin sumer a gee | | In the ANA report of ten years | 31.1 per cent for black and white. e 
Mid-Se tember Ink, will discuss direct mail in a Fa le Ink Sho | ag°, the survey indicated that color je against 46.4 per cent for color on 
| war economy. g WS advertising brought an average of |and 30.9 per cent for black ang : 
Officers of the club are: presi- | 93 per cent more returns per 100,000 | white among men. he 

* . 'dent, Chester Sloane, Dell Publica- | circulation than did a similar ad- 
Quality Maintenance tions; vice- president, Lew Kleid, | But Success Demands vertisement in black and _ white. Enlarges Scope of Study - 
Likely to Be Theme of a — Geet honk: Robert | Judicious Use, the Study One of the prime objectives of the In the company’s color research = 
ees, ase Nationa an hrend | “ Eagle surveys was to discover what |department’s studies, a breakdowny - 
1942 Copy hx2 Muriel DeGre, D. H. Ahrend Indicates changes had taken place in the ten- | was made into publishers, agencies pet 
a year period in regard to color|and advertisers, and case histories wi 
South Bend, Ind., Sept. 4.— | New York, Sept. 4.—Eagle Print- | response. of the various organizations’ sucess col 
Studebaker dealers all over the | | Joins L & T Copy Statf |ing Ink Company has released two | The current Starch reports dealt | with color advertising are note du 
country were informed this week | ‘ , r new authentic surveys on the influ- | with average visibility of color One publisher, for example, n: teq spé 
hl cw | ONY «yas, formerly with : “yer “pi , : 

of Studebaker plans for fall adver- Young & Rubicam, New York, has | ence of color in space advertising. | advertising contrasted with black | that “We have estimated the vi \ye 
tising at regional meetings. This | joined the copy staff of Lord & | These two studies, one compiled by |and white, and showed that color | (of color) by setting our four-c lor 
year’s campaign will use news-| Thomas, New York. | Daniel Starch & Staff and the other | pages had an average visibility | rate per page at a premium of 48.4 : 
papers, magazines, radio and -_ 
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DAIRY PRODUCTS 
FOR INSTANCE... 
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OF THE NATION'S 
DAIRY PRODUCTS 


THEY PRODUCE 


OF THE FARMERS LIVE 
QUTSIDE THE “HEART” 


TWO-THIRDS 


THE NATION’S DAIRY PRODUCTS 
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is a Heart of Gold! Not in many moons has 
the farmer been able to buy so muc h of 


Actually, “‘Heart” farmers are worth more than 2 for 1 


what you produce for so little that he pro- 
duces. And where does Mr. “Heart” Farmer 


A LAND OF MILK-AND-MONEY! More 
than half the “white gold” that comes from 
Whether 
s cows, corn, milkers., motors, the” Heart” 

farmer is worth 2 for 1 as a cash-customer! 


the cow flows from the “Heart.” 


it’s 


And, speaking of “white gold 


i TO SELL 


. don’t forget 


that right now the Upper Mississippi Valley 


UCCESSE! 


— for what to buy? In Successful Farm 

ng! Because it’s alert to his needs: alive 
to his way of life. And because it’s rich in 
Editorial Vitality... the priceless i ingredient 
that makes a farm magazine essential. \\ hats 
more, you can buy it at the lowest rate a 
page of any magazine in the farm field! 


Meredith Publishing Co., Des Moines. low* 
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per cent over black and white.” their answers with tabulations of | report by saying that “color has to | ing, and that “one black and white Chi H it ] 
One business paper reported that a| their own. One prominent agency | be mixed, as a famous painter Once advertisement in The Saturday icago Ospl a 
few years ago its color advertise- reported that its tabulation showed | remarked, with brains.” Evening Post pulled 338 inquiries D ] 6 P bd t 
ments were rare—today 12 per cent the follewing results: . " and the four-color advertisement in eve Ops -roin 
;, , . Advertisers Give Reactions re 
of ‘ts national accounts use color. Men the same magazine pulled 1,334. As P ti D : 
Concrete proof, however, came from |One page, One color .......... 36 | Some advertisers sounded a note for direct advertising results, we romo 10n rive 
another business publisher who |One page, two MY, gv keecce 40 | previously | heard, that despite |know that sales figures have in- Chicago, Sept. 4.—A six - point 
wrote that he had an advertiser | One page, four colors 51 | greater visibility of color, black and creased as we have used color in|, ti ogre hes be de 
; ; l white made for erenter readability re A a oe |promotion program has en - 
using eight four-color inserts and Women white nape e for greatel = . ; on’ our advertising, because it gives US | veloped for St. Luke’s Hospital here 
four black and white advertise- One page, one color .......... 34) But as one food manufacture! re- |a chance to merchandise our adver-| with the ultimate objective of in- 
sts a year and “We have been |One page, two colors ......... 28 | marked, “the merchandising value |tising, ... pull promotions from | .penc; ite P 
ments ; ; : ii | creasing its endowment to $5,000,- 
told by him that one four-color | One page, four colors ........ 52 of the four-color page was suffi- | store buyers who are prone to stock | 999 a figure arrived at by the hos- 
insert produces as many inquiries | Another agency, located in New |ciently far above that of the two-| more merchandise to take care of pital’s governing body as necessary 
is the total from the four black and | York, reported that it “conducted a color or one-color pages to make | consumer demand resulting from Se eeiiiee & tn On ot eanniimaeatin pect 
white adS ‘ -. | tes . © "Ss VS ack ; em our choice i he advertising > pr ions.” . ; i age 
white ads. We feel . s that four 4 + peed aye te ae - 7 obey Bs seen in t sing | the promotions. ice to its community. The move is 
etcebio a: a s particular case ts. 
color advertising of this type pro |e oe eee oe eee en eee eee a oe a _ | Must Be Used Carefully 'in harmony with the current trend 
duct ; 4-1 over black and white at least, that color produced 44 per Facts and figures came ‘from a 2 pre : ; | of endowed institutions toward the 
space in our field.” ‘cent more returns per thousand |clothing manufacturer who said his} Summarizing the results of its |" © lati o advertising end tr 
= circulation than black and white— | advertising was evaluated from two | Survey, Eagle feels that two facts | ee ; ‘ener “% eg 
Agency Gives Figures ‘but this advertisement lent itself |standpoints, by the consumer in- | 4re apparent: that color increases their p lB reseoncer-itg ot theke saa 
Advertising agency reports told | particularly well to color treat-|quiries received and the direct sales the effectiveness of advertising and ak ean 
much the same story but qualified | ment.” One agency summarized its|that can be attributed to advertis- | that its value is largely dependent | ‘ - 


To motivate its program St. 
Luke’s has organized a department 
of promotion and public relations 
under the direction of Christopher 
Janus, formerly with J. Walter 
Thompson Company. The = stated 
|purpose of the department is to 
|cultivate the constituency of St. 
Luke's and undertake a broad gen- 
eral education program in connec- 
tion with its services. 


on a wise and appropriate use of its 
powers. In other words, using color 
for the sake of color is not enough. | 

Faber Birren, prominent Ameri- | 
can color authority, asserts that 
color has five utilities as applied to 
advertising. These are: attention 
value (provided it does not distract 
from copy readership); realism; 
identity; psychology (capitalizing 
on the many reader associations 
with color); and beauty. 

This survey is the fourth in the 
series presented by Eagle Printing | 


Sets Forth Program 
This department’s program calls 


Company, the previous ones bear- | for: 

|}ing on color in direct mail, in 1. Analysis of existing lists and 
products and in packaging. They | records and preparation of up-to- 
were reported in ApveRTISING AGE | date lists. 


2. Organization of a general pro- 
|} gram of cultivation by mail. 

3. Creation of a program 
large gifts and bequests. 

4. Coordination of activities of 
the board of trustees, women’s com- 
mittees and medical staff in a pro- 


June 16 and July 14. 

. . f P 
Savarin Coffee Drive = 
to Use 4 Types of Media 


S. A. Schonbrunn & Co., New | 
York, maker of Savarin coffee, has 


scheduled its most comprehensive | gram of personal cultivation of 
advertising campaign for release | friends of St. Luke’s Hospital. 
this month. 5. Organization of a_ publicity 


Metropolitan newspapers, maga- 
zines, spot radio and outdoor posters 
on trucks are planned in a drive 
that will reach both consumers and | 
the trade. M. H. Hackett, Inc., New 
York, is the agency. 


program to establish contacts with 
daily newspapers and handle gen- 
eral publicity. 
6. Preparation of booklets, leaf- 
lets, printed reports, etc. 
Steps already have been taken to 
Buys Lipman Co. put the program into effect with an 
: ; }article in the hospital publication, 
Surety Advertising Company, | «st Luke’s News,” on “The Greater 
New York, has purchased all title, | 7° a cae ' . 
interest and assets of the Clarence | St: Luke's” with an itemized state- 


| “ ~ , ® 
A. Lipman Company. The business | ment of “What St. Luke's Needs.’ 
will be continued under the name | This also has been reprinted in 
of the successor company at 280) separate leaflets for distribution to 
Madison avenue. | the hospital's constituency. 


Appoints Ferry-Hanly 

Denver Chemical Mfg. Company, 
New York, has appointed Ferry- 
Hanly Company, New York, its 
advertising agency. 


Considerable attention also will 
_be paid to arousing the interest of 
the hospital’s friends in its welfare 
| through the personal solicitation of 
the hospital’s organized supporting 
bodies and the medical staff. 
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Taking Care of Small Business 


There are a number of indications 
that the national administration 
realizes the plight of small business 
men who, without defense orders 
and priority ratings, are faced with 
possible ruin because of the diffi- 
culty or impossibility of obtaining 
materials through their normal 
sources of supply. Special facilities 
to assist them in obtaining subcon- 
tracts are being provided, and it is 
hoped that by pooling their re- 
sources they can handle substantial 
amounts of defense business and 
thus contribute to the national pro- 
gram by keeping all available equip- 
ment busy on the manufacture of 
military and naval equipment and 
supplies. 

Experts in the steel business be- 
lieve that even with present limits 
of production, and without taking 
into account possible early expan- 


sion of mill capacity, defense needs | 


will absorb only about 30 per cent 
of all steel production. Allowing for 
a substantial increase in this figure 
on current production, because of 
the urgency of early delivery in 
some cases, there should be avail- 
able for civilian and non-defense 
manufacturing a large supply of 
steel in all shapes and sizes. But 
sO many orders are classified as 
emergency and so many have pre- 
ferred priority ratings that the little 


fellow is almost completely shut out 


of the picture. 
The chief source of supply for the 


small to medium size manufacturing 
plant is the steel warehouse. The 
big consumer of steel buys in car- 
lots direct from the mill, but outside 
of several thousand large users of 
|this kind are tens of thousands of 
small plants whose normal source of 
‘supply is the warehouse, located 
"nearby and carrying complete steel 
stocks of all kinds, shapes and sizes. 
But the warehouses at present are in 
the same category as the non-de- 
fense consumer, since they are with- 
out priority ratings, and the carlot 
buyers represented by the big de- 
fense industries have first call on 
the production of the steel mills. 

A simple and effective method of 
insuring the continued existence of 
smaller manufacturers, including 
|many who are contributing some of 
|their facilities to defense production, 
would be to allocate a definite part 
of mill output to warehouse stocks. 
This would free a reasonable supply 
of material for use by smaller 
plants, and the latter would then be 
in a position both to do their share 
in defense production and to con- 
tinue to make essential products for 
civilian and industrial use. 

The warehouses in turn could re- 
port regularly on the type of distri- 
bution of their stocks, showing the 
percentage used in defense and non- 
defense production, and the ration- 
ing of steel supplies to the ware- 
houses could then be adjusted to 
ineeds as shown by their distribution. 


A One-Man Crusade 


No doubt many advertising people 
have noted with a considerable de- 
gree of amusement the one-man 
crusade of Dale Nichols, distin- 
guished artist and designer, against 


over-emphasis on sex in advertising | ceptance are imperiled by art tech-|as long as the supply lasts. 


art. But ‘tain’t funny, McGee; Mr. 
Nichols may be voicing the un- 
spoken resentment of millions of 
American citizens — mothers and 


fathers, housewives, business execu- | 


tives, educators and religious coun- 
sellors—against what to them seems 
to be a breach of good taste if not 
of morals in some of the illustrations 
with which the attention of the pub- 
lic is captured. 

Advertising at present is being at- 
tacked from many different direc- 
tions—on political and economic 
grounds, as failing to 
needs of the consumer.and as repre- 


senting an opportunity for the de- | 


velopment of monopoly. All of 
these charges can be satisfactorily 
answered, provided always we re- 


serve the | 


tain the respect, good-will and ac- 
‘poten of the great American pub- 
‘lic, which will determine finally the 
place of advertising in our scheme 
of things. If that good-will and ac- 


| niques employed by some advertis- 
lers, then the whole field assumes a 
|risk which under today’s conditions 
| it cannot afford to take. 

Standards of good taste, of de- 
|cency and even of morals vary with 
|the times and with various sections 
of the population. A picture which 
|might be considered “cute” in New 
York may be regarded as obscene 
in Kansas. A window display fea- 
| turing a bathing girl may be innocu- 
ous in Massachusetts and resented in 
| Mississippi. 

We suggest that Mr. Nichols’ criti- 


| 
| 
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a 


Liberty 
salary for this idea!" 


Talks to Employes | 

The Milwaukee Road comes up 
with a booklet for its employes that | 
is among the best this department | 
has seen in a long time. “What do 
you do about people?” it asks, as 
preparation for a “human rela- 
tions” quiz of ten questions, all 
complete with a score and every- 
thing. What interests us, however, 
is the way the material is handled 
—light cartoons with catchy points 
that can’t possibly offend even the 
most stiff-necked employe, leading 
into simple, human discussions of 
these ten simple points: 

1. Do you make an effort to get 
along well with other people? 

2. Do you see things from the 
patron’s point of view? 

3. Are you courteous 
friendly on the telephone? 

4. Do you get a real kick out of 
satisfying Milwaukee Road _ pa- 
trons? 

5. Do you make an earnest ef- 
fort to create a good impression? 

6. Do you show your apprecia- 
tion to patrons? 

7. Have you taught yourself to 
remember names? 

8. Do you “carry on” for the 
company even after working hours? 

9. Do you practice consideration 
and tact with your fellow workers? 

10. Do you sell the Milwaukee 
Road whenever you can? 


and 


If you have a problem suggested 
|by these questions, you’d probably 
|find this little booklet mighty in- 
| teresting. It’s our unofficial guess 
that they’d be glad to supply copies 


| 


Morley’s to Resume 

Our sermon for today comes from 
the Newspaper World of London. 
Here it is: 

“I. and R. Morley, Ltd., have an- 
nounced that the rationing of cloth- 
|ing has induced them to reconsider 
| their decision to refrain from press 


Ad-libbing 


of a famous name as a guide in 
choosing wisely is now recognized 
by the public as never before. 
“‘After careful thought we have 
decided, in the interests of the trade, 
to resume national advertising im- 
mediately. We don’t intend to be 
glum or apologetic about the short- 
age of supplies. Our advertisements 
will stand out as bright, cheery 
announcements with our well- 
known slogan, “Always look for the 
name Morley” strongly featured. 
“‘*‘And—deliberately to help our 


of the fact that the name Morley is 
found in shops that sell reliable 
goods.’ ” 


Important Business 

The National Association of Real 
Estate Boards informs us that one 
of the major features of its Detroit 
convention in November will be the 


ment for intensive use of the term 
“Realtor,” marking the quarter- 
century anniversary of the term. In 
fact, the association has a special 
committee known succinctly as the 
National Committee on Term Real- 
tor. 

Well, it’s all right with us. We 
can buy our house from a Realtor, 
our jewelry from a Gemologist, and 
have our remains put into shape by 
a Mortician. But most of our friends 
will still think, and talk, in terms 
of real estate men, jewelers, and 
undertakers. 

It’s strange that advertising men, 
who help think up these flossy 
terms for other businesses, are too 
busy to think up similar ones for 
themselves. Your Ad-libber would 
certainly feel much more important 
if he could identify himself as an 
Advercologist or a Wordician, 
rather than as an advertising man 
or an editor. 


Jottings 


advertising while their goods are in 
|short supply. The firm states: 
“*Coupons have brought about a 
change in Morley’s advertising 
|plans. Since the war made supplies 
| difficult, it has been Morley’s fixed 


policy to forego press advertising, | 


in the belief that it would only 


cisms be considered seriously. If he | make things more difficult for deal- 


is right, we may be 


in need of | ers already handicapped by govern- 


greater control of advertising art for | ™ent restrictions. 


the protection of the advertising in- | 


| stitution as a whole. 


“*Now, however, clothes ration- 
jing has produced a fundamental 
‘change in the situation. The value 


We don’t know whether it’s a gag 
or not, but we feel honor bound to 
|report that the personal column of 


the Chicago Tribune last week car- | 


|ried this item, not in the discreet 
jagate type usually associated with 
such messages, but in pretty near 
the largest display type permitted 
in the classified columns: 
LILLIAN REEVES 
PLEASE GET IN TOUCH 
WITH JOAN OR JERRY: 
I’M HERE TO MARRY YOU. 
—PHILIP. 


customers—special mention is made | 


launching of a great national move- | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
| panies sponsoring them, or through 
ADVERTISING AGE, by any nationa) 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


| No. 1865. Circulation Coverage «nd 
Market Analysis. 

Catholic Quality Weeklies, com- 
prising the Catholic Universe BI- 
\letin, Cleveland, and the Catholic 
Chronicle, Toledo, have issued this 
analysis of the papers’ market ind 
circulation. Data is given on a 
county basis, showing the gross 
number of families and Catholic 
families, with the percentage of 
|coverage of both, a study of popu- 
lation and retail sales, with a per 
capita and family sales summary 


No. 1866. 1941-1942 Rate and Cir- 
culation Lists. 

Waxelbaum Jewish Advertising 
Service has issued this rate and 
circulation data for Jewish and 
English-Jewish publications. 


No. 1867. Hotter’n 
Wagon. 

In this folder, Better Homes & 

Gardens tallies up its account, and 

shows how it stands—first half of 


a Little Red 


1941—in advertising and editorial 
linage, circulation and _ prestige. 
Illustrated are examples of trade 
acceptance in the way of publicity, 
point-of-purchase promotion § and 
dealer response. 

No. 1854. An Introduction to Plas- 


tics Advertising. 

| Plans for the 1942 Modern Plas- 
tics Catalog are outlined in this 
brochure, which predicts that the 
coming year will be the biggest in 
‘plastics history. The various sec- 
tions of the catalog, which will be 
issued December 15, are described 
as dealing with defense applications, 
materials, machinery and equipment 
and many other subjects of impor- 
tance in the plastics field. 


| No. 1792. Early Morning and Late 
Evening Listening Habits. 
This booklet tabulates the find- 
|ings of Radio Station WCCO's sec- 
ond investigation of early morning 
and late evening listening habits in 
the Northwest. Charts show the 
| time sets are turned on in rural and 
urban Minnesota, the Twin Cities, 
out of state and the total sample; 
WCCO listening habits by the same 
| breakdown; a county breakdown of 
respondents; and auto and auto- 
radio ownership by income groups. 


/No. 1780. Ohio Liquor Sales. 
The Cleveland Press has issued 
jits sixth annual analysis of Ohio 


liquor sales, providing a complete 
|picture for 1940. Issued in two 
| sections packed with maps, tables 
and charts, the study covers dollar 
sales by county and district, as well 
‘as gallon sales by type, wit! state 
‘totals, and wholesale, retail and 
total sales of individual brands by 


type, district and for the sta! 


No. 1824. “Information, Please. 
The Wall Street Journal s 1S- 
sued this spiral-bound 
which contains five advert 
in reduced size, from th , 
tional campaign of Eag)-!iche! 
Lead Company, which is earns 


|in the Journal. Following pvt 
|reprints of 50 letters gee 
reader reaction to the frees 


showing the benefits of 

ing educational campaig! 
|No. 1804. 1940-41 Repo? 
Having closed, recent! 
|fiscal year, Bakers’ H 
idresses this annual rep 
|vertisers and agencies : hypense 
of progress. Minus the usual 8" & 
and net, the report 

publication’s history, © 
torial aims, reader respons® 
ices for advertisers ana “ 
of the market. 
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OST widely discussed market in America today is the 


rural market. Boomed by the highest farm income in a 
decade—and with prosperity assured for years to come— 
rural America constitutes an essential part of your national 


consumer market. 


The rural 44% of our population is equally essential to your 
public relations program, for their influence on local and 


national policies is out of all proportion to their numbers. 


Farm Journal is your most effective and economical 


approach to this basically important market. 


FARM JOURNAL AND FARMER’S WIFE 
- *« « Philadelphia 


New Vork, 4120 Lexington Avenue Chicago, 180 N. Michigan Avenue 


Washington Square . . . 


Detroit, General Motors Building Seattle, San Francisco and Los Angeles 


| America’s Largest Rural Magazine — OVER 2\/, MILLION CIRCULATION 
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Names Ralph C. Edgar 


Ralph C. Edgar has been named 
industrial manager of the Pitts- 
burgh Chamber of Commerce to 
take over the work of the recently- 
dissolved Pittsburgh Commission 
for Industrial Expansion. His job 
will be to encourage new industries 
to become established in the Pitts- 
burgh district. 


Sponsors Sports Show 


General Petroleum Corporation 
of California, Los Angeles, will 
sponsor a weekly sports program 


by Sam Hayes over the Columbia 
Pacific network on Wednesday from 
6:15 to 6:30 p. m. The program 
will begin Sept. 17. 


newspapers 


Gracie Allen Copy 
Used as Build-up 
for New Swan Show 


New York, Sept. 4.—Transform- 
ing Gracie Allen’s line of wacky 
chatter into a breezy copy theme 
for Swan soap, Lever Bros. Com- 
pany is using the entire Swan 
schedule of approximately 800 
throughout the coun- 
try in an extensive build-up for the 


first Swan network radio program, 
| starting Oct. 7 and starring Burns 


and Allen and Paul Whiteman. Fol- 
WRVA COVERS , lowing the program’s debut, the 
|}comedienne will continue in her 


' ee |own cock-eyed fashion to do a mer- 
RICHMOND 3 [chandising job in newspaper copy 


Gam for Swan soap. 


With illustrations of Gracie and 

AND NORFOLK her patient boy friend caught in 
|various poses in snapshots, copy 

takes the form of letters from 


IN VIRGINIA! — 


“Kamp Kill Kare’ where the two 
are enjoying a “Swanderful vaca- 
tion—full of good clean lather— 
what with Swan Soap being so 
sudsy and pure and so on.” In her 
own inimitable fashion, Gracie 


PAUL HM EAYMIE CO. MATIONAL BEPOESENTATIVE 


PLUGS PROGRAM 


—— = 


ee were te hie 


co nem e wee ~ Ol 


Unusual in its extent and the length of 
time it is running before the program 
starts is the newspaper copy now being 


used for Swan which plays up Gracie | 


Allen and the radio show which will 
be started in October. 


chatters on, telling the story of the 
“dizziest, giddiest new radio show 


’ 


ever—all for Swan,” and then going 
into an enthusiastic description of 
Swan soap. 
Several Sizes Used 

“Georgie says if I can count that 
high I should tell you Swan is 8 
ways better than old-style floaties. 
It lasts longer than Georgie’s sun- 
burn, suds up twice as speedy, yes 
indeedy, even in hard water. I 
wouldn’t mind doing the dishes at 
all with Swan—only Georgie looks 
so cute in an apron.” 

The “letter” is interspersed 
throughout with “sketches” carry- 
ing out the breezy style of the copy. 


| 


— 


Advertising in a 
War Economy Theme 
of NIAA Meeting 


Toronto, Sept. 4.—Featuring the 
theme of “Industrial Advertisin: jp 
a Wartime Economy,” the Naticna] 
Industrial Advertisers Associa jon 
will hold its nineteenth annual (on- 
ference and exposition here, S »pt. 
17-19 at the Royal York hotel. lis 


|is the first time the NIAA has } eld 
its conference outside the Un teq 

Copy ranges in size from 660 to | States, and the three-day mee'ing 
120 lines, with the smaller size|is sponsored by one of its ‘wo 
space in teaser style devoted to an|Canadian chapters, the Indus’ rja| 
illustration with a short rhyme} Advertisers Association of Toronto. 
from Gracie: “Tho I’m enjoying | The keynote address will be 
my vacation, I’m getting terribly | given Sept. 17 by Horace T. Hunter. 
impatien’, To get back on the air | president of MacLean Publis) ing 
at last, To tell you Swan Soap |Company, on “Industrial Adve: tis- 
lathers really, truly, cross my heart |ing in a Wartime Economy.” Other 


Use Teaser Rhymes 


—twice as fast! (as floaties of the | featured speakers will be Ralp') Pp 
past).” Bell, Director-General of Airc :aft 

The Swan program will be aired | Production; Frederic W. Nichol. 
Tuesday at 7:30 p. m. over at least | vice-president and general man- 
72 stations of the Red network of |ager, International Business \{a- 


the National Broadcasting Com-jchines Corporation; Richard Man- 
pany. Young & Rubicam is the |ville, Newell- Emmett Compuny;: 
agency. L. W. Brockington, K. C., special 


wartime assistant in the office of 


directory advertising,” 


“Obtained splendid results from this listing,” 


listed together,” 


buy your product or to have it serviced ? 


et iia 


Sa ne ie 
% 


distribution. 


: 


It’s good business... 


“We are completely sold on ‘Where to Buy It’ telephone 


says Timken. 


good dealer relations... 


says a Chrysler dealer. 


Do prospects whom your advertising developed know where to 


Tell them the sure, controlled way—in the ‘yellow pages’ of 
Telephone Directories. Sure—because surveys prove that telephone 
subscribers turn to them for help when they want to buy. Controlled 
—because you can select directories in territories where you have 


Your prospects will appreciate this service. And your 
dealers, getting extra business from it, will value this 
evidence of your continued interest in them. For detailed 
proof of results, call your local telephone business office. 


good public relations... 


“A real service to the public to find the Norge dealers 


says a consumer. (. 


to have your dealers listed under your trade mark in the Classified 


SSeS 


_the Prime Minister of Canada; Maj 
I. D. Carson, manager, Canadian 
National Newspapers and Periodi- 
cals Association; and Forrest U 


Webster, MacManus, John & Adams 
A special feature of the meeting 


will be the presentation of Indus- 
trial Marketing’s awards for edi- 
torial achievement to business 
paper editors, 

Panel discussions and clinic ses- 
sions, which have proved thei 
value in previous NIAA confer- 
ences, will be run in conjunctior 


with this year’s conference with 12 
clinic sessions scheduled on Thurs- 
day and Friday afternoons. 

NIAA members planning to at- 
tend the conference are reminded 
that no passport is necessary t 
enter Canada, provided some means 

\of identification such as a driver's 
license or social security card 
presented. If naturalized, the visi- 
tor should present his certificate of 
naturalization. Each visitor may 
bring in 200 cigarets, two pounds of 
tobacco and fifty cigars for his ow 
use. Gasoline is sold only between 
7 a.m. and 7 p. m. Monday throug! 
Saturday, with no sale on Sunda) 
The official premium of ten per cen! 
is paid on American’ currenc) 
everywhere in Canada. 


Uses Spanish Insert 


| The Southwestern Retailer, Dal- 
las, has included a Spanish printed 
insert in its September, 1941, issue 
The 1,000 copies which included th 
insert were mailed gratis to reta 
dry goods and apparel stores 
Mexico, Central America and Sout) 
America. 


‘Western Adds Conrad 


Western Advertising Agency, Ra- 
cine, Wis., has added Fremon! Con- 
rad to its staff of agricultural ane 
technical copywriters. 


ad 


CLASSIFIED TELEPHONE DIRECTORY 


se2 ¥ That's the avereae circule- 
rr) tion per week 
i YOUR in 43 key city 
150 A sales message for your ; one pa 
product or service TRADE MARK ~ etelle « 
" Whaley Co 
Bldg., Louisv 
‘101 
_ “WHERE TO BUY IT” 
Tel. No 
vy Local Dealer His Address 
“— von Local Dealer His Address Tel. - 
hdd YOUR LOCAL His Address .......Tel. No. 
Your Local Dealer His Address — - 


_ What prospects would see when. 
_- they looked under your business 
classification for your trade mark. 


35,021,292) 
IN KEY MARKETS!§ 
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U.S. Fair Trade 
Probe of NARD 
Hits Pennsylvania 


l 


Records of Retail Drug-| 
gists Sought by Grand 
Jury 


| 


Harrisburg, Pa., Sept. 4.—The | 
juing federal grand jury probe 


con 
of fair trade activities of the Na- | 
tior Association of Retail Drug- 
gists being conducted by Assistant 
Attorney General Thurman Arnold, | 
which has been under way for sev- | 
eral months, has extended to this 
state with a demand for a complete 
record of organized retail druggist 
fair trade activity in Pennsylvania 
since Jan. 1, 1933. 

Two subpoenas, one for the 
Pennsylvania Pharmaceutical Asso- 
ciation, and the other for the fair 
trade committee of the same organ- 


ization, have been served Chauncey 
E. Rickard, secretary of the retail 
druggists’ group and head of the 
fair trade committee. 

A record of all fair trade cor- 
respondence, minutes of all meet- 


ings of the state association and its | 
committees relating to fair trade, | 
and a complete membership list of | 
the organization is demanded for | 
presentation to the U. S. grand jury | 
in Newark, N. J., on Sept. 22. In 
its case against the NARD, the 
Department of Justice is trying to 
prove that manufacturers are co- | 
erced into signing fair trade agree- | 
ments. 


Nothing to Hide 


In his summons, Mr. Rickard is 
requested to appear as a govern- 
ment witness against the NARD, | 
his group’s own national organiza- | 
tion. In commenting on the sub- | 
poenas, Mr. Rickard said “We have 
nothing to hide.” He declared that 
at least so far as Pennsylvania is 
concerned, there have been no fair 
trade activities outside the scope of | 
legality. 

In addition to demanding records | 
of the state association the Justice 
Department has also subpoenaed at 
least three local county groups of 
retail druggists in the state. They 
are: the Dauphin-Lebanon-Cum- 
berland (Harrisburg and vicinity) 
Retail Druggists Association, the 
Philadelphia Retail Druggists Asso- 
iation, and the Lackawanna 
County (Scranton) Retail Drug- 
gists Association. 

In a similar probe of the National 
Association of Wholesale Druggists, 
the wholesale firm of Hensel and 
Sons, Harrisburg, has been re- 
juested to produce a record of its 
ttivities so far as fair trade is 

meerned. 

A third angle on the fair trade 
‘vestigation being conducted by 
‘ie grand jury involves the Na- 
‘onal Proprietary Medicine Asso- 
‘ation, and P. B. Gottschall, of 
iarrisburg, representative of the 


ee 


KWKH 
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‘covers’ the 
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Listening Families — 


Pennsylvania Proprietary Medicine 
Association, has been subpoenaed 
on this count. 


Ties in with Defense 


As a tie-in with defense, Buffalo 
companies engaged in national de- 
fense work will be invited to exhibit 
complete units of the products they 
are making at the advertising ex- 
nipit of the Greater Buffalo Adver- 
tising Club to be held in Hotel 
Statler Oct. 7-10. 


Names Horton-Noyes 


Parker - Kalon Corporation, New 
ork fastening device maker, has 
named Horton-Noyes Company, 
Providence, to handle all of the 
company’s advertising. The agency 
had previously directed only part 
of the company’s advertising. 


Savings-Loaners 
Hike Ad Outlays 
18% in 3 Years 


Washington, D. C., Sept. 4.—A 
rise of savings and loan promotion 
expenditures of 18 per cent in the 
past three years and a_e gradual 
proadening of media are reported 
in the August issue of the “Federal 
Loan Bank Review.” 

The 18 per cent rise, the article 
says, has barely been in proportion 
to extra operating income resulting 
from increased asset holdings. Re- 
ports from 468 thrift and home- 
financing institutions affiliated with 
the Federal Home Loan Bank sys- 
tem indicate that the average asso- 


ciation increased its advertising 
outlay about $450 over the three- 


year p®riod. Total promotion of 
the 468 institutions amounted to 
$1,200,000 in 1938 and _ almost 
$1,400,000 in 1940. 


Radio Increases Share 


Whereas 
almost exclusively 
article pointed out, 
getting an increased share of sav- 
ings and loan promotion budgets. 
“A study of the number of those 
associations using each form of 
advertising,” the article remarked, 
“indicated that, on the whole, sav- 
ings and loan associations are tend- 
ing to employ a greater number of 
media as they expand their adver- 
tising programs.” 


newspapers were used 
formerly, the 


radio is now 


Tampa Starts Drive 


The Tampa, Fla., Chamber of 
Commerce has begun a drive for its 
third of a proposed $20,000 advertis- 
ing and publicity budget to provide 
more than 60,000 lines of promo- 
tion in behalf of the Tampa area. 
This year, if the drive is a success, 


Business Week, Newsweek, and 
Time will be used for the first time 
to promote the city. R. E. Mce- 


Carthy Advertising Agency, Tampa, 
will prepare the copy. 


Hargis Joins Seeds 


Tom Hargis, formerly production 
director for NBC, Chicago, has 
joined Russel M. Seeds Advertising 
Agency, Chicago, as director-pro- 
ducer of the Brown and Williamson 
Tobacco Corporation’s Target to- 
bacco program, 


Inviting, isn’t it? A market of men who buy brands with which they are 
familiar through advertising in their favorite sporting magazine . . . men 
who know what they want and have the ability to pay for it. 


American sportsmen have made SPORTS AFIELD America’s largest 
selling outdoor magazine at more than a nickel 
- - 1942 guarantee is 325,000 at a basic page cost 


of $3.08 -- the lowest in the entire outdoor field. 


This market is ripe right now. 
larger. More men than ever before are interest- 
ed in outdoor activities . . . more responsive to 
everything they read in their favorite magazine. 


What are you doing to cultivate this marhet ? 


SPORTS /\FIELD 


Incomes are 
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J . . | Aged—not permissible, when not four-tube set giving five-t 
true; “aged in wood” banned for performance.” 
os” ionary @) er Oo en erms a ginger ale. Galvanized and “Double Galvyo)- 
All Wave—discontinued by stipula- ized”—-banned as to fencing 


Discusses Terms of Quality 


Misrepresentations of 
Quantity Next Subject 
to Be Discussed 


[Editor’s Note: This is the tenth 
of a series of 12 instalments of the 
“Dictionary of Verboten Terms,” an 
unusual project developed by Harry 
Hibschman to present as complete 
as possible a list of terms, expres- 
sions and phrases which have been 
frowned upon by the Federal Trade 
Commission and the courts. Re- 
maining instalments with be pub- 
lished weekly in ApVERTISING AGE. 
When completed, the series should 


furnish an exceptionally useful 
guide to every marketing and 
advertising executive in any way 


responsible for trademarks, labels, 
advertising material or sales pro- 
motion, 

This week's instalment presents 
the list of words, terms, expressions, 
statements and representations re- 


week’s in- 
representa- 


lating to quality. Next 
stalment will discuss 
tions as to quantity. 

While the idea for a comprehen- 
sive collection of such material is 
not new, Mr. Hibschman’s series 
should be of tremendous value for 
several reasons: it is the most com- 
plete and extensive list ever pub- 
lished, so far as is known; it lists 
terms and phrases alphabetically, 
making them easy to locate for ref- 
erence purposes; it discusses terms 
under ten specific types of relation- 
|ship to products advertised; and in 
every case it gives the context of 
the words or phrases 
made the terms unacceptable to the 
FTC.] 


By HARRY HIBSCHMAN 
p 4 
(7) Words, Terms, Expressions, 


Statements and Representations 


Relating to Quality. 
| Words and expressions relating 
to medicinal and therapeutic quali- 


which have|~ 


/any 


ties have been listed in previous in- 
stalments of the “Dictionary.” 
Those listed below relate to other 
qualities, such as capacity, durabil- 
ity and purity. 

Representations as to quality are 
expressed in many instances in 
such a manner as not to be easy to 
include in an alphabetical list. For 
example, in an advertisement dis- 
approved by the Federal Trade 
Commission such statements as the 
following were made regarding a 
chicken feed: “There is no possi- 
bility of any ingredient in the feed 
getting rancid or mouldy,” and 

. insures eggs in 5 months.” 
There are, therefore, many ways 
of misrepresenting the quality of a 
product that are not noted below. 
The thing to bear in mind is that 
representation as to quality, 


regardless of its form, will be 


‘frowned upon by the Commission 
if it cannot be true generally or if 


it is not true in the particular in- 
stance. 


WHY BE 


ABOUT 
THE 


“NAKED 


TRUTH"? 


NORFOLK is FIRST in VIRGINIA! 


te NORFOLK IS No LARGEST CITY in Virginia with a popu- 
lation of 214,532 as of July 1, a gain in 12 months of 50%. 


* 


NORFOLK 1S NO LARGEST MARKET on the Atlantic Coast 


south of Baltimore with population as of July 1 of 532,400. 


* 


NORFOLK No LEADS IN SALES of new cars with an in- 


crease of 76% for first five months of 1941 over same period in 
1940. Department store sales have also increased 44%. 


* 


WTAR No CONTACTS MORE LISTENERS. WTAR, NOW, 


and always has, contacts more listeners in the Norfolk Area than 
all other stations combined. 


Gace the “NAKED TRUTH’ ixxclude on your Schedule - 


NOW 5000 WATTS DAY 


AND NIGHT 


NBC 
RED 


BLUE 


National Representatives 


EDWARD PETRY & CO. 


tion with reference to radio sets 
not capable of receiving over the 
entire meter range and of cover- 
ing all broadcasting transmis- 
sions. 

Anti-Knock—not permissible for a 
gasoline or an ingredient to be 
introduced into the gasoline, or 
for a gadget to be attached to a 
motor, where there are no per- 
ceptible knock-preventing quali- 
ties. 

Automatic—an article may not be 
represented as “100 per cent auto- 


matic” when it is not automatic 
in action as a whole, but the 
statement must e limited to 


those parts or units which are in 
fact automatic. 

Blowout-proof—ordered discon- 
tinued with reference to tires 
possessing no such qualities. 

Capacity—exaggerating or misrep- 
resenting, not permissible; “Holds 
200 per cent more ink,” and 
“Master or Banker Size,” banned 
in connection with fountain pens. 

Clear—use of “extra clear” with 
shingles ordered discontinued ex- 
cept for shingles free from de- 
fects and blemishes. 

Coffee—advertiser agreed to cease 
claiming that he had discovered 
new and extraordinary process of 
maturing coffee, eliminating all 
traces of harshness or _ coffee 
acids; false representations that 
caffein has been removed or re- 
duced to certain percentage will 
not be tolerated. 

Cured in Rum—banned with refer- 
ence to stogies not so cured. 

Custom-made—banned as to 
cles not made to order. 

Double-brew—discontinued in given 
case as to ale and beer because 
not true. 

Durability—false claims regarding, 
are prohibited. 

88—as descriptive of shoe laces not 
composed of eighty-eight strands 
of thread discontinued. 


arti- 


Facsimile—means exact copy or 
reproduction and must not be. 
used when not literally applic- 
able. 


Fancy—may not be applied to food 
products that are not of high 
quality. 

Fashioned—seamless hosiery may 
not be described as full-fashioned. 

Fast—claim that shirts are of fast 
color not permissible if they fade 
and blanche when laundered. 

First Line—has_ specific meaning 
when applied to tires and may 
not be misused. 

Five-Tube Performance—implying 
that effect is to perform the work 
of five single-duty tubes, may not 
be claimed without qualification; 
if a radio has and is described as 
giving the performance of a des- 
ignated number of tubes, other 
than the number actually con- 
tained, the claim may be made 
but the true number of tubes must 
also be clearly stated, as, “A 


other product when not true 
Heavy Duty—to describe a four- 
tire discontinued by stipulatio, 
Keep—‘‘will keep indefinite 
banned in case of chicken fee 
Lasting Qualities—Ordered disc »- 
tinued: “. .. will outlast ordin » 
marble and granite. Our m 
ments are not affected by wea 
or temperature and will not 
teriorate, discolor or decom 
from natural causes.” 
Learn—Advertiser: ‘Learn to ; 
the piano by easy method 
home.” 
“Learn to vamp easily.” 
“Play Hawaiian or steel guita in 


five minutes.” 

“Illustrated five-minute uku «le 
course.” 

“The famous five-min te 
courses.” 

FTC: “In advertising the d 


books of instruction the respord- 
ent has represented that the pur- 
chaser can learn to play various 
instruments quickly without )er- 
sonal instruction. In truth anc in 
fact it is impossible to gain by 
the use of respondent’s books the 
ability to play, in the gener. lly 
accepted sense of the word, the 


piano, Hawaiian guitar, ukulele or 


the instruments covered by the 
‘Famous five minute courses 
Long—banned in, “I hate to brag, 
but only the finest macaron: is 
made long.” 
Medals—implying awards, endorse- 


ments and commendations, Ly 
not be shown with or in adv: 

tising a product when they have 
not been actually received, are 


fictitious or imply qualities that 
the product does not possess 

Moth-Proof—banned with reference 
to a product not shown to be of 
that character. 


Nationally Known—may not be 
used falsely. 
New—hats composed in whole or 


in part of used or second-hand 
materials may not be represented 
as new, but hats so made must 
have notice stamped on sweat- 
band or body stating facts. 

Nicotine-freed—this and simila! 
terms have been banned in a 
number of cases. 


Non-Crushable—not permissible 


with regard to a product wher 
not true. 

No Wilt—banned when false 0! 
misleading. 


Nothing to Get Out of Order—dis- 
continued by stipulation with re- 
gard to refrigerators of a cer- 
tain make; clearly cannot be 
used in many cases. 

Plies—number of plies in tire may 
not be misrepresented. 


Popping Qualities—“100 per cent 
poppability’” banned as to po} 
corn. 


Precooled—claim that celery had 
been treated by precooling pro- 
cess before shipment discontinued 
by stipulation. 


ECONOMICAL 


COVERAGE 
of the rich BALTIMORE market 


for instance: 


GOING MUTUAL OCT. 1 


NATIONAL REPRESENTATIVE 
EDWARD PETRY & COMPANY 
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Pp: neture-Proof—prohibited unless 
rue. 

Pi rity—“100 per cent Pure” or- 
ered discontinued for candy 


vyhere all ingredients not 100 per 
ent pure; “99.50 per cent Pure” 
rohibited in case of seed where 
‘tual purity is considerably be- 
»w that figure under recognized 
sts and within recognized tol- 
rances. 

Ron and Spot Proof—with refer- 
ence to hosiery discontinued by 
tipulation. 

—‘Rids Them Forever,’ 

Never to Return,” implying 

permanent protection, discon- 
tnued in case of insecticide. 

Run-Proof—claim that mysterious 
new preparation would stop runs, 
make hosiery more elastic, splash- 
proof and fade-proof, and last for 
the life-time of the hosiery dis- 
continued by stipulation. 

st-Proof—banned with reference 

to clothes line. 

nk-Proof—and similar terms, 
banned as applied to products not 
free from further shrinking; but, 
if a product has undergone a 
shrinking process and has been 
shrunk to a substantial degree, it 
may be described shrunk if 
proper qualifying words are used, 
for instance, “will not shrink 
more than... % under Com- 
mercial Standard, C. S. 59-36.” 

Skid-Proof—banned until there is 
an actual skid-proof tire. 

Sterilized—this and similar words 
implying that a product is in a 
state of sterility at the time it 
removed from its container are 


Ri 


as 


is | 


prohibited, unless properly quali- | 


fied. 
Sunfast—implying that colors of 
textile fabric products will not 


change or lose color or otherwise 
deviate from their original color, 


banned if untrue. 
Sun-Proof—not permissible unless 
literally true. 
Tarnishing—"This ring is sold to 


you with an unlimited guarantee 
against tarnishing,” 
continued. 
Thief-Proof—in of lock, 
continued by stipulation. 


dis- 


case 


3-H as name of, or to describe, 
electrical heating pads to imply 
that they were capable of giving | 
three degrees of heat, when in| 
fact the three switches with | 
which they were equipped 


affected merely the rate of heat- 
ing, discontinued by stipulation 
in several cases. 
Triple-coated—claim that product 
is, May not be made unless it 
completely covered with three 
separate coats or applications, 
three coats of enamel in the case 
of kitchen ware, or coats of car- 
bon ink in the case of typewriter 
ribbons and carbon paper. 
Unbreakable—banned in the 
of fountain pens. 
Warranted—may not be used so as 


is 


as 


case 


to import or imply that an article 
is attested as having special or 
exceptional qualities unless such 
is the fact. 

Washable—ordered discontinued 
When referring to wall paper not 
Washable without harm. 

Waterproof—banned as descriptive 


of glue in one case and of lipstick 
In ther, 


WLOL Names Durkin 


Dou Durkin, formerly in the 
eS promotion department of 
‘Town and Bigelow, St. Paul ad- 
rising firm, has been named sales 
*fomotion and merchandising man- 
‘ger Station WLOL, Minneapolis 
ind St. Paul. 
es 


‘Cover this prosperous 
_ Market, USE ms 


RLD JOURNAL 


ordered dis- | 


Heralds Centennial 


American Agriculturist, Ithaca, 
N. Y., has released a_ broadside 
folder announcing its centennial 


issue on Jan. 3, 1942. The eight- 
page folder tells of the rise of the 
American farmer over the _ past 
century and coordinates the growth 
of the paper with that rise. In- 
cluded also is a statement of edi- 
torial policy and a series of photo- 
graphs and thumbnail sketches of 
Editor E. R. Eastman and staff. 


Names Reins, Roths 


Richard Reins and Eldon Roths 
have been named art directors in 
charge of art and layout work for 
the Detroit division of Brooke, 
Smith, French & Dorrance. 


150- Ton Prose 
Being Set Up for 
‘American Home’ 


Chicago, Sept. 3.—A printing 


press so large that it took the full 
capacity of nine and a half freight 
cars to move it to Chicago is being 
set up by the Cuneo Press for Amer- 
ican 
weighs 150 tons, 
feet wide, and 70 feet long. 
was required to put in a new foun- 
dation in the building which houses 
the press and to raise the roof. The 
rotary 
from electrotypes, has two and three 


Home. The monster press 


is 16 feet high, 10 
Cuneo 


press utilizes relief printing 


color decks, and feeds at a speed of 
900 feet a minute. 

Besides folding devices, the press 
is equipped with automatic flying 


Bellman Publishes 
Advertising Monograph 


The Bellman Publishing Com- 


pasters and rules and a special fast pany, Boston, has released a new 
drying device. The press was under MOnograph in its vocational and 
construction for two years, and | Professional series entitled “Adver- 
Cuneo officials estimate that it will ising’ by Herbert H. Smith of 

corgi r “59 N. W. Ayer & Son. The booklet 
be ready for operation in another | qeals with qualifications and op- 
fortnight, ready for October print- | portunities in the advertising busi- 
ing. ness and forecasts likely salaries 


and advancements 


Monsanto Picks Brown 
M. A. Brown, formerly attached 
te the advertising staff of Monsanto 


Gumpert Buys Noxon 


S. Gumpert Company, Ozone 


Chemical Company's plastics di- Park, N. Y., has purchased Noxon, 
vision, Springfield, Mass., has been Inc., with plants in Philadelphia 
named to head the advertising pro- | and Newark. Noxon makes metal 


gram of the phosphate division in 
St. Louis. 


cleaner polish, 
insecticide. 


no-rubbing wax and 


GIVE US AN ADVERTISING FARADAY 


London in 183}. 
Faraday explain Jolbn Ericsson’s mysterious new caloric ei 
f despair, 


IVE 


A brilliant audience weathered in the 


for be suddenly realized that not even 


US ANOTHER FARADAY —an expert who can look 


honestly at a caloric engine or at abloid new spaper and con- 


fe SS, 


“I don’t know what makes it work.” 


The tremendous power of the tabloid is there for all to see. But the 
cause of that power—how it has been misunderstood! Credit for it has 


been ascribed by 
triviality, and bad taste. 


work? 


men who should know 


better to sensationalism, 


Are these things really what make a tabloid 


The Mirror refused to believe it. It could not ac cept the theory that 


what is known to be bad in a full-sheet newspaper could be 


cood in 


i 
. 


a tabloid. It believed that a tabloid owed its power to other causes: 


its convenient size, its pace, its intimac v, and its intelligent use of pic 


tures. None of these things Was inconsistent with the concept of a 


good newspaper. So the Mirror set out to publish a really 


paper in small sheet size. 


oon vd ncews- 


S 
_ 


The first step was to get the best possible news coverage, so the 
\irror became the first New York new spaper—and it is still the only 


New York morning newspaper—to employ all three major wire serv- 


Ices -- \ SSC ciated Press, 
Next 


their fields, S 


it engaged 


= Fe 
. 


© 
( 


United Press, 
a large number of special writers, noted experts in 


and International News Service. 


) as to give unquestioned authority to their work. 


Then it recast the paper, abandoning sensationalism, omitting triv- 


iality, and assigning important position, emphasis, and treatment to the 


really vital news. 


It began handling its news with becoming dignity 


and made a fetish of scrupulous accuracy. 


It did these things in good taste. 


The MIRROR-xew 


theatre of the Ro yal Jusritution 10 hea Prote ssor Mic hael 
gine. And behind the rostrum, Faraday in the depths 
the inventor knew what made the engine work art all. 


It printed consistently every news item which a well-informed New 
Yorker should know, dismissing some items with a phrase or a sentence, 
elaborating the important news with full background and interpreta- 
tion—but always printing more news items and better features. It 
wanted to make the Mirror readers the best-informed body of people 
in New York. It kept the tabloid pace and the tabloid intimacy. It con- 
tinued and improved its brilliant use of pictures. 

That was five years ago. 

Then came the 


“bulges.” Whenever important news breaks, the 


Mirror gets \ hat the circulation men call a bulge 1 sudden, dramatic 
increase from readers of other papers who want the Mirror’s slant on 
that day’s news. The next day many of these readers go back to their 
regular papers. But many others, discovering the Mirror’ Ss genuine ex- 
cellence, continue to read the Mirror. 
\s a result, without the slightest forcing, the Mirror's daily circu- 
lation has increased 214,000 in the five years of this publishing policy. 
It has come about through the concept that the things that make a 
good full-sheet new spaper a also make a good tabloid. 

Phe Mirror is now the second largest new spaper in New York, the 
third largest in the United States. It has the power that always comes 
with vast size and vigorous growth. But that power is aeons n- 
ately great, for the bulge readers who stick form an exceptional ac 
vertising audience. People who will change their new spaper habits are 
the alert, open-minded people who will also change their buy ing habits 
They respond to advertising. Responsive, well-informed, vast, grow 


ing—that is the Mirror market—the reward of good journalism. 


YORK 
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Prisoner of War 
Misses His Shavemaster 


To the Editor: Perhaps you will 
be interested in the attached ad- 
vertisement on Sunbeam Shave- 
master built around an _ actual 
“Kriegsgefangenenpost” letter from 
Captain G. M. Pemberton-How, a 
British prisoner of war in Germany. 
The advertisement is a half page 
in colors and will appear in Life, 
Oct. 13, and The Saturday Evening 
Post, Nov. 1. 

The letter itself has made many 
a hazardous passage since it was 
posted at Kriegsgefangenen No. 8 
somewhere in Nazi Germany. It 
was but recently returned from 
England where Mrs. Pemberton- 
How, 14 Arundel Road, Little- 
hampton, Sussex, identified her 
husband’s handwriting as genuine. 

Efforts were made by the Chicago 
Flexible Shaft Company to send 


Captain Pemberton-How the two 
Sunbeam Shavemasters he re- 
quested through the company’s 


British distributor in London. We 
understand that the matter is at 
the disposition of the British Ex- | 
change Control and it is not known, | 
at this time, whether or not the 
Captain has been able to reacquaint 
himself with the benefits of dry- | 
shaving the Shavemaster way. 
A. E. WIppIFIe.p, 
Advertising Manager, Chicago 
Flexible Shaft Company, Chi- 
cago. 
v v v 


“Churngold” Still Going 


To the Editor: In your issue of 
ADVERTISING AGE Aug. 18, 1941, 
under the article captioned, “Dic- | 
tionary of Verboten Terms,” Harry 
Hibschman, writer of the article, 
includes among forbidden expres- 
sions the following: “Churngold 
as name of butter substitute, dis- 
continued by stipulation.” 

We beg to inform you that there 
never was such stipulation and we 
would appreciate a statement in 
your next issue that the listing of 
“Churngold” was erroneous. 

E. E. Werk, 

President, Churngold Corpora- 

tion, Cincinnati, O 
y,vy 


Makes Direct Use 


of Defense Theme 

To the Editor: According to a 
recent issue of ADVERTISING AGE I 
notice Domino cigarets are featur- 
ing on their package an appeal to 
“Buy Defense Bonds,” suggesting 
that buying Dominos is an easy 
way to save pennies for this pur- 
pose. 

Perhaps you will be interested in 
an identical but more direct appeal 
now being featured in the current 
newspaper advertising of our client, 
Union Pacific Stages. Because the 
basic advantage of bus transporta- 
tion has always been economy, we 
believe it provides a logical tie-up 
with the patriotic appeal to save 
money for defense bonds. It illus- 
trates a very direct way in which 
advertising can be of service to the 
reader, the advertiser, and the na- 
tional interest alike 

Obviously, most folks will have 


SAVE AND BUY 


x — with Dollors Saved 
Traveling by Bus! 

DESTINATION ee ae aes 
$00 00 th x " 


DESTINATION $00.00 + oa 
pestwation goose NP ; a 
OESTINATION $00 00 hull the 


DESTINATION $00 00 


NAME OF DEPOT a: h 


Address 
UNION PACIFIC STACES 
The Qvertand-Wendortand Boul 


Phone 
Direct appeal used by Union Pacific 
Stages in a tie-up with defense bond 
sales. 


Voice of the Advertiser 


This department is a reader’s forum. 


‘ wes- 
, ~ 
Liat 


ONLY fitabeuim SHAVEMASTER ViAs 
THIS EXCLUSIVE HEA 


ens a 


“ SHAVEMASTER 


Sunbeam gets a request from a British 

prisoner of war in Germany for a Shave- 

master, and makes capital of it in its 
advertising. 


to economize in one way or another 
in order to buy these bonds. So 
we think it is a service to the 
reader to go a step further than the 
simple appeal to buy bonds and 
show him a specific way in which 
he can save the money to do it. The 
benefit to the advertiser and the 


defense effort is, of course, self- 
evident. 
There is yet another, though 


more indirect way, in which this 
appeal, if acted upon, can aid the 
defense program. It is aimed pri- 
marily at private car owners, and 
their more frequent use of bus 
transportation for out-of-town trips 
will help materially to conserve 
rubber, gasoline, aluminum = and 
other materials vital for defense. 

Altruistic? We make no. such 
pretense, but we do think it’s a 
good practical American way of do- 
ing things. 

T. R. Hopkins, 
Beaumont and Hohman, Inc., 
Omaha, Neb. 
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Lynchburg Merchants 
Are Active, Too 

To the Editor: In your issue of 
Aug. 25 under the head of Ad- 
libbing, you refer to Richmond, 
seeming to be one of the few re- 
tail merchant groups ever to get 
anything done. 

As it happens, this association is 
rather active in getting § things 
done, and it might be well for who- 
ever looks over newspapers from 
other cities to drop down into a 
lower bracket population than 
Richmond, Va., and _ read the 
Lynchburg papers. He may find a 
great many things which would be 
of interest along these lines, that 
is, of what Retail Merchants As- 
sociations are doing. 

We are enclosing copies of ad- 
vertising run in the local papers 
which happen to break at the same 
time the ads broke, and also en- 
closed is a package and envelope 
stuffer, which the stores in Lynch- 
burg have been using in connec- 
tion with a good many other things 
they are doing to aid national de- 
fense. 

We know you will wish your edi- 
torial page to really be up to date, 


Letters are welcome. 
UNUSUAL APPEAL 


ACTUAL LETTER FROM BRITISH 
PRISONER OF WAR IN 


and thought we would call your 
attention to this error. 

We are also lining up a right 
good program for National Retail 
Demonstration Week, Sept. 15-20, 
“Retailers For Defense.” I am not 
sure, but I don’t think Rich- 
mond is. 

L. P. MANN, 

Secretary Retail Merchants As- 

sociation, Lynchburg, Va. 

{Editor’s Note: Well, all right, 
let’s extend the Retail-Merchants- 
Association-is-alive designation to 
Lynchburg. This association urged 
local buyers to plan purchases for 
regular delivery, 
ages with them, refrain from hav- 
ing merchandise sent on approval, 
and return small packages in per- 
son; all in the cause of national 
defense. But Richmond still holds 
the honors the Lynchburg pro- 
gram calls for voluntary coopera- 
tion on the part of shoppers; in 
Richmond the have laid 
down definite regulations. | 


stores 
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Edgeworth’s “Copywriter” 
Is Real, Not Imaginary 


To the Editor: We could not help 
but note under the column “Ad- 
libbing” in the Aug. 25 issue of 
ADVERTISING AGE your comments 
on the letter from Mr. G. T. Flem- 
ing Roberts which we are reprint- 
ing in our current magazine adver- 
tising for Edgeworth. 

An interesting fact about this 
letter from Mr. Roberts is that it 
came to us entirely unsolicited and 
was purely voluntary on his part. 
Furthermore, there was no com- 
pensation involved in the use of 
this letter for advertising purposes 
as far as Mr. Roberts is concerned. 
He expressed himself as glad to 
allow us the use of this letter. 

It would truly amaze you at the 
number of letters we receive from 
day to day from Edgeworth users; 
although not expressed in quite as 
colorful words as Mr. Roberts’, they 
nearly all bring out the fact that 
Edgeworth, after all, has that cer- 
tain something for which a_ pipe 
smoker is always looking. 

It is a pleasure to give you these 
facts so that you may know that 
Mr. G. T. Fleming Roberts is real 
and not imaginary. 

T. B. Davipson, 

Sales Department, Larus & 

Brother Company, Inc., Rich- 

mond, Va 
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Fruit & Vegetable 
Group Issues Poster 


(Picture on Page 39) 

To the Editor: Attached in min- 
iature is a “Health Defense” poster. 
Its full size is 42 inches wide by 30 
high. It was designed as the fresh 
fruit and vegetable industry's re- 
sponse to requests at the National 
Nutrition Conference for Defense in 
Washington last May that the dis- 
tributors of “protective foods’ do 
their utmost to promote public con- 
sumption of such foods. 

Already, many thousands of 
have been taken up by 
wholesale merchants of fresh fruits 
and vegetables. Other thousands 
have been purchased by railroad 
lines for posting in their passenger 
waiting rooms, freight depots, gen- 
eral offices and city ticket agencies, 
as a contribution both to national 
defense and to the health of their 
own employes. 

Recently, the director of child 
nutrition, New York City public 
school system, asked our coopera- 
tion in placing this poster in the 
700 lunch rooms which feed more 
than 110,000 children daily. This 
distribution is being arranged by 
the wholesale produce trade of the 
New York market Educational 
authorities in other cities have 
shown similar interest. 

Before its execution, the design 
was submitted to health and de- 
fense authorities in Washington 
Because of its non-commercial na- 
ture, we are assured that wide dis- 
tribution will be encouraged by the 


copies 


take small pack- | 


government. Many retail grocers 
have offered to buy copies for use 
in their windows, inside their stores 
and on their delivery vehicles. 

It occurs to me, therefore, that 
ADVERTISING AGE may consider this 
poster worthy of editorial mention. 
If so, may I suggest that you tell 
your readers they can obtain in- 
formation or supplies fram this of- 
fice at 1425 S. Racine avenue, Chi- 
cago. Lots of 50 or more are 
available at 40 cents per copy. 
Smaller lots, at 50 cents each. 

W. GArFITT, 

Executive Vice - President, 

United Fresh Fruit & Vegetable 

Association, Chicago. 


. = 


Designer Lends Support 
to Nichols’ Argument 


To the Editor: I heartily concur 
with Mr. Dale Nichols who in his 


recent letters to ADVERTISING AGE. 


promotes the position of art as an 
educational influence in the United 
States. 

Dale Nichols in taking up the 
cudgels for thousands of artists in 
the United States who have at one 
time or another been under the 
parasitical influence of the lewd- 
ists has answered in art’s behalf 
with a brilliance, wit, and logic not 
unlike the simple direct results of 
his brush. 

Dale Nichols has not said enough 
about these fawning, drooling, 


panting individuals whose numbers | 
are legion when the call goes out | 


for a model for a bathtub shot and 
whose only contribution to the set 
is in getting tangled up in the art 
director’s feet and finally in his 
hair. These are the people who 
never will understand the true re- 
ligious philosophy of art that 
reaches deep. Art to them starts 
with a belly laugh and ends with 
pornographic postcards. 

Dale Nichols with the character- 
istic patience of a true artist has 
taken the time and trouble to set 
these bums right, and far across 
the broad stretches of the United 
States there are thousands of artists 
who abhor this synthetic philosophy 
that art must have legs and revolve. 
around a compass point. 

WILLIAM O'’NEIL, 
New York. 
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Wants More Attention 


on Foreign Market 

To the Editor: Having been, for 
a great many years, a_ business 
woman, and now a mere house-frau 

I'd like to ask you a few ques- 
tions that I consider quite pertinent 
in this day and age: What is the 
matter with the foreign market as 
a medium for advertising? 

True, there are a great number of 
far-seeing agencies that see the 
advantage of advertising staple 
products, but they just about graze 
the surface. 

Don't foreign women use cos- 
metics? Must they go about look- 
ing for all the world like peasants 
because few think they will make 
up a sufficient market. I’ve studied 
the foreign woman and find that she 
wants to ape everything American 
—and given a chance I think they 
will prove a very lucrative medium 
for sales. 

Also, what about liquors. Yes, I 
know that a number of national 
brands advertise extensively, but 
you'll never convince me that for- 
eigners have quite the selection they 
should have. From the point at 
which Americans and foreigners 
seem fundamentally alike I would 
say that each begets children, each 
has marriages, each has deaths. 
Also each has anniversaries and 
celebrations. And boy, can they 
drink at their events! I’ve watched 
these foreigners in action. They 
put it away without remembering 
the count. 

As for foods—they love their 
foods. Maybe they don’t go so much 
for fancy clothes, but give them 
food—good food. 

So again I ask you, 


matter with the foreign field. Why 


is it permitted to slumber and why 
do advertising agencies seem to ne- 
from my point | 
seems so worth while? 
ANNE B. HOBAN, 
Philadelphia. 


glect a field which, 
of view, 


what is the | 


You will be thrilled with the profit. 
“first time’ ad. 
vertisement in Our Sunday Visitor 


able result of your 


and The Register—and your success 
in this venture can be as BIG as you 
want it to be! 


Through the pages of these papers 
you reach families in a way which 
commands their attention and inter- 
est, elicits their loyalty, and brings 
you an immediate cash-over-the- 


counter response. 


You have the advantage of unusual 


editorial and merchandising co- 


operation which will increase your 


results — helpfulness which starts 


with your “first time’ use of these 
papers and continues as you repeat 


your first success again and again. 


The families you reach are likeable, 
human folks, as friendly as your 
next-door neighbor . . . families 
which differ from the 


chiefly in their practice of their re- 


average 


ligion . . . larger than average fami- 
lies, enjoying home life that is un- 
touched by divorce . . . families 
active in church as well as com- 
munity affairs . . . families known 
for their moral and financial respon- 


sibility. 


Because you can reach these fami- 
lies—and win their patronage—é 
a lower cost than you can reach 
almost any other families anywhere 
give this profit opportunity your ful 
consideration now. 


OUR SUNDAY visitor 


C.D, BERTOLET & Ci. Int 
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PACKED WITH FACTS 


A 800K EVERYONE 
SELLING ST, LOWIS 
SHOWLD HAVE/ 


FREE...24 pages of 


and seasonal climatic conditions is 
also included. 


Supplants Civic Scenes 

Scott Ittner, advertising and sales 
manager for the hotels, says that 
it has long been his idea to estab- 
lish this service for the business 
traveler as he believes this type of 
information will be of more value 
to the business man than the his- 
toric or scenic attractions of a city 
usually offered in most hotel litera- 
ature. 

The new market data book is the 
first step in a complete Business 
Information Bureau which the two 
hotels will establish as a part of 
their regular service. The bureau 
will be set up to supply everything 
from customer lists to the latest 


market reports. It will serve as a 
clearing house for any business 
information the guests may call for. 

Although the Mayfair and the 
Lennox are jointly owned and 
managed, the hotels are run sepa- 
rately and each hotel carries its 
own advertising. The booklets, for 
instance, carry identical informa- 
tion, but each hotel will issue the 
booklet under its own name and 
with individual covers. Gardner 
Advertising Company is the agency. 


Names 3B. A. Fuchs 


Bernard A. Fuchs, for the past 
seven years account executive with 
Murray Breese Associates, New 
York, has been named advertising 
manager of U. S. Vitamin Corpora- 
tion, New York. 


Upholds Outdoor Law 

Florida’s outdoor advertising law 
which requires all outdoor adver- 
tising to be 15 feet from the high- 
way has been sustained by Circuit 
Court Judge Fred R. Stocker in a 
bill of complaint filed against its en- 
forcement by John H. Swisher & 
Sons, a tobacco company, and Frank 
Jones, who owned land on which 
some of the signs were located. The 
company has announced that the 
decision will be appealed. 


Changes Agency Name 

The firm name of Holden, Gra- 
ham & Clark, Detroit advertising 
agency, has been changed to Holden, 
Stedman & Moore to include the 
name of Gerald E. Stedman, vice- 
president who joined the company 
July 1. 


Heads Schenectady Club 


Robert L. Gibson, of General 


Electric Company's publicity de- 
partment, has been elected presi- 
dent of the Advertising Club of 


Schenectady. Other officers elected 
are Joseph L. Furstan, Maqua Com- 
pany, vice - president; Irma Lemke, 
station WGY, secretary; and Ramon 
L. Hall, Sheldon and Hall, treas- 
urer. Mr. Gibson succeeds John W. 
Eddy of the Schenectady Gazette. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


140 S. Dearborn St. Wabash 8655 
CHICAGO 


essential market data 
Never before, in one pocket- 
size book, so much up-to-date, 
helpful market data on St. Louis. 
Gives you actual comparisons 
between St. Louis and other 
principal markets with which 
you are familiar. 

Twenty-four pages, packed 
with vital information on retail, 
wholesale and manufacturing 
businesses. A must for anyone 
selling St. Louis. 

Write on your business letter- 
head for your free copy today. 
Address: Hotel Lennox, 827 
¥ Washington Blvd.,St.Louis,Mo. 
P.S. You'll really enjoy a stop at Hotel Lennox. 
Nationally famous for friendly, efficient hospi- 
tality, good food and real comfort. And down- 
town St. Louis is right at your doorstep! 

Over 50% of rooms, $3.50 or less, single; 
$5.00 or less, double. 


wo lennox «... 


Hotels Mayfair and Lennox in St. Louis 
depart from conventional hotel promo- 
tion with the production of a market 
book on St. Louis, packed with facts 
and figures in place of the usual pretty 
pictures for tourists. Magazine copy 
like this offers the booklet to business 
men. 


Hotels Bid for 
_| Businessmen in 
._| Unique Booklet 


lg S 


luis, Sept. 4.—A new step | 
; in service to business travelers has 
recently been taken by two St. 

e Louis hotels, the Mayfair and the 0 S$ A N i L ¢ T 4 ¢ M F S 0 N G 
+ Lennox. As a joint enterprise they 


have prepared and published a new 


n. 24-page market data booklet which 
will be offered without charge to 
e, readers of a series of half-column 
ur and two-inch advertisements for 
each hotel which will be carried 
es ‘CUE » os P " a . . . ‘ ° Ny 
eo er Here is sweet music for the ears of advertisers Because The Evening Herald and Express has 
je ri S aS ¢ erican usiness, 
a Business Week, Collier's, Fortune, 


Newsweek, The Saturday Evening 
ni- Post and Time. The Chicago Jour- 
nal of Commerce is the only news- 
paper that will carry the schedule 
ies and offer of the booklet. 

Entitled “The St. Louis Market,” 


-..a theme of concentrated population, bulging MORE city circulation... MORE city and suburban 


payrolls circulation and MORE total circulation than any 


and buying power in this normally 


Croesus rich market-and now a PLUS market other daily newspaper in the West, it rates as the 


the booklet is pocket-size and con- as well! NUMBER ONE medium to cover this market. 
wn tains the latest authentic statistics 
on on St. Louis in manufacturing, 
Wholesale, retail and consumer 
‘elds. Helpful information on such o. . . ste 7 ic 
iabece on laamcaneiation Saaiitine This great Los Angeles A.B.C. City Zone is a 
a tag market that comprises over 70 per cent of Los 
—a a 
ach Angeles County's entire population, and which, 
ve 4 SPOT BROADCASTING 


according to the 1939 U.S. Census of Business, 


full permits spot budgeting 


t0 fit each market’s volume! 
/ 861,000, or 74.6 per cent of the county's total 


retail sales. 


accounted for normal annual retail sales of $981.- 


* It . 
Francisco: 


A gigantic PLUS market, too, for huge defense 
have added over ONE BILLION 
DOLLARS to the wealth of the county! 


contracts 


Special attention for 
PROBLEM SPOTS 


nC. 


fronting 


Lr beagles 
HERALD-EXPRESS 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


* gf mor 


rg All market factors emphasize the richness of 
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this compact area, where profitable demand and 


distribution can be created with absolute mini- 


ey NATIONAL STATION 
41% A REPRESENTATIVES 


mum of advertising waste. 


OF amen 


~~ = 


a a : ee mS 4 Reg! Pr! 2 CNY mg ; aa ; 1% rs Pat enki 48) 
* : : ‘ ’ pa sa Bes = ee re 3 we Pees ere "Th. 4 = ; cased ne i 2 ane, ey ae a : a 2 x 
- > ‘ i Sapo ta 
= nt - 
+ —SDTy, ~< ; i. 
iq » —- % 
- = Ay S % lq \ 
4 ny 7 e 
P | j LL, “a 
APR Aw Sle Of annninedtinn~-puabinebinie 7 
hi A foe 8? mR 
a - . . “As ~ : y 
: . c/ i. ; 
; a. 2 j af 
\ af, ss fe i 
“a —* 
ny c \ Fear ae 
a 3 a 
\ 
g . : : S Ra a 
5: wes ee "e A K a) es Ry ‘ . aS wT 
. i i wae aa - 
>a oe Oe ee ee UE ‘Sea! a oS Rc! a i 
§ ae gents bape wre me: Le Pg = ° oS x * vy ee x ike . # Ae Se a eS . . : AY te me : 
ss a ae Oe ON Ca Cos eee. ae | a - S oy ‘ at aS ger ES cae e AT A Pe 
3 ’ | ESE oo Eas \ ee : nae’ 7 Sa eo ¥ ES a "EP RS oe 
oe a we eee. = ie sg RSE ON aa * 2 ae . ae ite tars — 
are eR meme 8. hy ae ie, “nea aS a +3 Tat a OES i may! Bert as. oa aa 
Bi ‘ te \ ees i a a ae “os “ rT sat = - Ree gee: or Bee SS ay, a 
Be as nee oe ae a a eS 4 ba as aS. 2S a r Ae SS el ; 
és ee ae a ee oes xs ie eee 4 ws ——— ew Va SS ; Ske ey ‘ Sts! SEAT mi 
ial a ae See a ie \ # ne Sal 5; aa y s et e yer ; = cee Sar Bias aes toe 
Ce ie cts a Ganan eis ee x Yy RR F oh aie ioe ag 
hee OS ret 3 " ‘ ™ (7 ae Se ae : Bae * < ~sS : 
ak RM ‘ a > Sa = , . xe Na Wire : > Rate eS ty x f: ah 
BN ke ae a <n re 2 Ue es a teil 
" Re Pee oe . * ee 7 Oe Nae 4" : eS Port, oy ALE ae .~ Bae: 
eee i, iy, 2 : 4 4 ae ’ +e on Sry ; i. re a ee i 
fe eet a oC. ee ey i ee 5st : RSS . ae > AE we t ~ 
‘iil agg eee aS ow : bie sei ~— <oe a ey ee . * 
ee ee Ss — iG 
< eRe ola Rc NORA ee 3 “3 mn - P F rods ‘ E aks ¥ ; 
ee ee ag lea - Bis a ss as Leecarmn a one oer . . eae tS , WAS a8 e an 
oo em ee a “a ee : ONS. Oe. 2° a _ ae, eee 
Ry ae wee uF WEY 2a s ie 4 : 3 i. see Oe ae : ome, Ree ee ‘ Nok a oo 
4 + y a re 5AG ely oN ts, gs ee no et : : i E mer a” is c 4 Pe xe: . For e bs he. alll aks ay .} 
ee es ai £7) He, 2 ES. lll : 
ni Dey ue en ae “afl : ‘SAE “'Ss es thee Rae . 
ee % Pr 2 eee hs ae } % = ihe % * sa ge ea a Sw * i 
‘ Pat ; = oie TS So Leas * ee.” i ey ees ere. OSS ae Pe Re hs . 
a, 20 ee en ' < i aa ai: eres 
is ~ ’ ~~ ne datas # ¥ ] gs " ad ,, a ¥ a he % é r ; : * a. . i e. e: = “a od 
bs ie ohee Se i ee . ES i ee . y eae Pa ; ome ” gl 
Satie ge. . “oe Re. . d 4 We ' ta mihi eS ‘ eh s 5 A he mo sar 
Bia oe 7 Bs Pi as . ~~ " vo eo a uy De ee : ; 
ee . a . R . ‘ : aie See a : mn 
Ss 3 tiem" y ee. 3 mG os) ate Sa: fixes ne * - ro * ? Rte Se — 
se OPT 3 Es * » a ™ . ia , Fe Eg Ree eS 5 2 eS 
+ zs ; te " P .¥ ’ ‘ my RY, hie, en Pa SE _ ere ever tay Bn oe 
aR RRR ONS ea 4 ‘o : i —— Sue. thts sine 
Mee Sai oo, . \, 5 eS a es BRT ae , 
thes : ree | ’ : sty é ca . ' 
TREES BEE = News ba ' A £ re 
pe gS Lie... 2 ae Me ae ae S * : eS SZ 
Hes ee 8 BORE eae ae oe : re eae tae . Shock SSS ae ; 
wens Mb 0. PEI... a : Bh | 
DO at | ee ; ths, “d ee — Z he - ~ EOL eae ' 
tet a a ieee. STEER: a a Ms a P ? a? “a ia ici Be gong as 
bets 7 i ae BEG ae 2 “6 Ss a ? a . . em IT = x cot Sa 3 tea x - 
oy te! were pe pat Ra aie iy eee gi See. ee Saat | tas aN e NG : ae he eS e 
Recht: 3 ‘tet ag Se ‘ P ah we oe d een a 2 pt > ‘ae At eee me ; eae : Shu eS Fe ‘a 24 a 
eee. A ad os ‘i i oS Se Se $ si # 42 kun. ae 2 ay a . on ae 4 2] 
<a Sek ae IPA 9 0 se ie SF ; —- ’ eal wees ee See. 7 y 5 - Sage i i, a a "Ss 
gs On RRS en , ao ee ee ‘< Roe a Dae ak Sor ‘ PS Eee ast . g ee 
) i i . ye agg + gl — oe —— lll Mek os ae Be Roe “— pone. XS ~*~ 
ee S Side ee 2 3 Sela — By ae oid 2 pee. ae 8 Wd ‘ 8 dacs ae cae —— ey Bene yi) ee ee, ae 
te ene oe oS es ot sik es a. CC Pe ae ve - dbl it: a é ee vio: ae. Bat meer po BS 
= Sea ap Ss * 3 at x Fs Pr et om <a ee 5S sg eee Ba al 4 ae | : ‘mien a J 4 ay ed 
: or $ . es ‘ SaaS ae ee, oY ae atid Se eee ee ‘ i s 
rs ek eae . ta oe ~ | or es ee ieee ¢. Soke) isla ghee - Aas =e ge ae: se ad ee wis x ae =e 
es i, % ds ie 9 eye to nts eee . a ——- ee ies, « mays Pesca ge is fie ee Ra sia t eat a r ee —o + 
¥ ee se a: ee oe ee ee aR autis y Pas Per cia? Pe sine =” ov es 
Re deat lll ts a a aa ats Bask ee Sere ats ae ee oe. oo: 
oh a i Me fa artes Sate ee la r eek | a ee ae ee ee ah ee é ‘ > : : ie. 
1 Phe es : ; Mee eo ee Pe. 4 . rs pie ager See peice ne , a i * ; ihe 
‘ Gy a ee aiid ; e a Py Ba -— hao SWE col) el a : ; Ba 
Te all ¥ bit - i 
eed 
oo ae - 
aia 
ee 
re 
a } 
ie 
ea 
eS 
ee ‘- +: 4 
ee ae 
< é ie . 
ian 
poss 
= rn 
ar 
sg ae 
- 
a 
. 
aa F 
10S AN ma ™ 
More money for Lee Angeles rank wit 
the HOT SPOTS PF Q. How does ies as 2 ma 
. . ; itie- 7 i 
7 ornia © > Com a 
— — d foundry center: . aaa 
‘ : n Ue 
; chine shop 4 nad 
an ae 
Nothing wasted on swat followed by s aoe 
the DEAD SPOTS first, ad 
A 
‘ 
‘ 
; j 
_| »D | ig 
ee 
: eee 
‘sa 
a 
ee ie 
+ # 
ie fh 
Pe And 
Ee Eee 
JF tn, ee le ee, es ait fe ey Rs BS has Se NS UN, ee ed 3 ee Bee a il Nag ie ec A es ee Gare AN Te eae -. (ioe 
Bho St: Sens SS am 5 ee ee aaa to eee i Bane ae ae, Ae Ceased tok Me: aeih nk ania ek LCS ee a ee ge 
ae : ee : ihe? pifiwt oe tie” Bu ey SRE a aa SP REE Pt ays, TO Pe Whig eo he, cams «tS Mai ke. eee Sey | Cee oP oe Se oN tes 
- fy - aay hs Rays ges $ a ae See Z . . ee a = a4 re by ia, van Ba a 4 - , = aa 
a e. ©. aaa) > me! - al ee nt, X + -_ 3 a #2, eS gate | as * ‘eh 
be” pee en 


20 


ADVERTISING AGE 


> a ae 


September 8, 194) 


Edited by 


Building and the 
Defense of America 

While the task of the government 
today is primarily defense, it is also 
the preservation, insofar as possible, 
of some kind of balance in our total 
economy, declare the editors of 
Practical Builder in a feature article 
in the September issue analyzing 
how the building industry can help 
America today. Jobs of 6,500,000 
workers and the existence of 250,000 
separate businesses dependent on 
the building industry would be 
maintained if only the small 
amounts of vital materials like steel, 
lead, zinc, and copper are permitted 
to flow into it. 

The average $6.000 house uses 
only two tons of steel, 144 pounds 
of copper, 77 pounds of zinc, 200 
pounds of lead, two to three ounces 
of chromium. On the basis of 600,- 
000 houses which Defense Adminis- 
trator Palmer says should be built 
within the next 12 months, there 
would be required for their con- 
struction only 1.3 per cent of the 
country’s steel production; 4.32 per 
cent of the copper production; 2.56 
per cent of the zinc available; and 
5 to 10 per cent of the available 
lead supply. Thus, should these 
small amounts of materials be 
denied the building industry, mil- 
lions of men would become unem- 
ployed and thousands of little busi- 
nesses would dry up, the article 
warns. 

Furthermore, the editors empha- 
size, building does not take needed 
manpower away from defense work, 
because the average age of building 
workers is higher than that of any 
other large group. Carpenters aver- 
age 45 to 50 years of age; bricklay- 
ers, 48 to 55 years; plasterers, 
plumbers, sheet metal workers, 
electricians, and all other building 
tradesmen are much in the same 
position, they declare. The building 
industry therefore, no great 
reservoir of possible defense labor. 

Going a step further and analyz- 
ing the manufacturing plants turn- 
ing out building materials, the 
article points out that they are of 
such character they offer but little 
hope for defense production. Even 
factories producing the metal prod- 
ucts used in the building industry 
such as heating equipment, hard- 
ware, plumbing fixtures, electrical 
equipment and others, could not be 
converted except in relatively small 
part to defense, and those which 
could do it are already engaged on 
defense work. 

The financial and economic phase 
of the situation also is cited as rea- 
son for continuance of adequate 
building operations. Defense must 
be paid for, the article points out, 
and taxes can be levied only on 
earnings, and millions of men un- 
employed for lack of building would 
mean billions of additional taxes 
and borrowing to support them. 

Thus, the editors conclude, it be- 
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comes apparent that in labor, mate- 
rials, and in production facilities, 
the building industry has but little 
to offer to the furthering of defense 
production, while on the other hand 
it has a great deal to offer the 
nation to keep the defense pro- 
gram going and to keep our Amer- 
ican economy from disintegrating. 


The Fixing of 
Maximum Wages 

If the administration really in- 
tends to control prices, why isn’t it 


trying to apply some of the lessons 
learned by two years of price fixing 
in Great Britain since the war be- 
gan, asks the September issue of 
Nation’s Business in connection 
with an article by Wyn Williams, 
an Englishman, writing on British 
government control, which he says 
has failed. 

The index of retail prices of the 
British government’s Ministry of 
Labor showed a rise of 43 points 
during the first 20 months of the 
present war, he points out, as 
against 35 to 40 points during an | 
equal period at the beginning of the 
first World War, when government | 
control was not attempted. One of | 
the reasons for this, the writer as- | 
serts, is that the British set maxi- | 


mum prices only on certain com- 
modities or articles. Consumption 
always flowed over from controlled 
to uncontrolled goods. The Min- 


‘istry of Foods found that there is 


no such thing as a basic foodstuff. 
There are substitutes for every- 
thing and when a substitute re- 


|places a basic food of which there 


is a shortage, the substitute itself 
soars in price until it is controlled. 
An uncontrolled commodity enter- 
ing directly or indirectly into the 
manufacturing cost of a_ product 
under control frequently necessi- 
tated an upward revision before 
the ink had time to dry on the 
order fixing the price ceiling. 

A still more important reason for 
the failure, the writer says, is that 


—— << 


the British did not fix wages as 
well as prices. Wages, he points 
out, enter importantly into the cost 
of nearly everything. Wages d 
prices—each act to increase the 
other. The wages of coal miners, 
for instance, have been increased 
five times since the war started 
Obviously that meant raising ‘e 
maximums on coal. 

Price fixing is an instrument of 
‘totalitarian regimentation, 
Williams declares. If, under " 
traordinary circumstances, one c) ‘ss 
is regimented, others must e 
treated alike if they are to wor 


This Is a War for 
Foreign Trade 

The indignation of many ma: u- 
facturers whose businesses h ve 


¢ DEFENSE has become more than a punch-word in a 
speech. More than big black type in a headline. 

Today, aggressor nations know America can speak in 
more ways than vocally. For today, America’s defense 


A GREAT Ph 


More power to the aviation cadet and his plane, that unbeatable 


combination which is making ours the world’s greatest air power 
... that great pair which so vividly symbolizes America’s defense! 
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speaks for itself. 


It is heard in the rumble of racing production lines. In 


motors roaring across the sky. In the swelling thunder of 


marching feet. It is seen in the grin of the youth in khaki, 


in the firm set jaw of the man behind the man behind the gun. 

It has been the privilege of the Great Stations of the Great 
Lakes to serve in the program of national defense. Today, 
this pair of radio stations renews a pledge. May it be our 


OF THE GREAT LAKES 
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destiny to continue to serve... to help guard 


two prized possessions, our nation and our freedom. 
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heen hard hit by priorities is viv- 
ily reflected in an editorial in the 
\ug. 27 issue of Air Conditioning & 
Refrigeration News, which reports 
»-rotests received from its readers. 
"he tone of the comments seems 
establish a prevailing thought 
among these manufacturers that 
this country’s aid to Britain is ma- 
rially aiding that country to com- 
pete against them in foreign trade. 
If you are having trouble getting 
scarce materials such as zinc, con- 
tact the British Purchasing Com- 
mission, says one rather sarcastic- 
ally, they may be able to sell you 
wiat you need—either off the docks 
from lend-lease stockpiles, or 
shipped over here from Britain. 
Whereas shortages of aluminum and 


- 


|copper are forcing some refrigera- 
}tion manufacturers to close their 


doors, and others to shut off exports 
of refrigeration supplies and parts, 
British refrigeration manufacturers 
are expanding their export trade in 
such items to supply this trade. 
Importers in New Zealand, Aus- 
tralia, and South Africa are writ- 
ing critical letters to American 
manufacturers, the editorial re- 
ports, over the inability of the lat- 
ter to continue their regular ship- 
ments. “We are getting everything 
we want from Britain,” they write. 
“If they can continue to manu- 
facture and ship despite bombings, 
why can’t you Americans fill or- 
ders? British prices are too high.” 
Jay Jenkins, publisher, Butane- 


Propane News, is quoted as report- 
ing that equipment manufacturers 
in his industry are finding it neces- 
say to close down or reduce pro- 
duction, whereas British manu- 


,facturers of the same type of equip- 


ment are advertising in their busi- 
ness papers: “Despite the demands 
made upon us by the war the out- 
put of our patent gas water heaters 
and storage sets is fully maintained 
for both home and export mar- 
kets.” And, “Now we are once 
again able to give delivery that is 
as good as the meters themselves.” 

In terms of the overall picture, 
these items may be petty, the edi- 
torial concludes, although when an 
American manufacturer has been 
forced out of business because of 


shortage of materials, both he and 
his employes have lost their “way 
of life.” But anyway, says the edi- 
tor, let's enter this in the record, 
as Will Rogers once said: “America 
has never lost a war, nor won a 
peace.” 


Rouse to Independent 


Charles L. Rouse, formerly sales 
manager of the Schulze and Burch 
Biscuit Company, Chicago, has 
joined the Independent Baking 
Company, Davenport, Ia., as sales 
and promotion manager. 


Promotes H. B. Carter 


The Harrington & Richardson 
‘Arms Company, Worcester, Mass., 
has named H. B. Carter sales man- 
ager and advertising director. 


Official photographs, U. S. Army Air Corps 


'DWARD PETRY & COMPANY, INC., NATIONAL REPRESENTATIVE 
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KEEPS FIRING 


.. HAVE KEPT THE FLAG FLYING 


AND WILL CONTINUE TO DO SO 


FOR BRITISH QUALITY IN 


BISCUITS 


READING LONDON 


Although the war has choked off the 

supply of Huntley & Palmers biscuits in 

America, the English company plans to 
continue modest advertising here. 


British Biscuit 
Maker Continues 
U.S. Advertising 


New York, Sept. 4.—With sup- 
plies cut off by the drastic neces- 
sities of a wartime economy, Hunt- 
ley & Palmers, one of England's 
oldest and largest biscuit manufac- 
turers, launched a magazine cam- 
paign today to keep its name in the 
public eye and maintain its position 
in retail outlets. 

First insertion in the institutional 
campaign appeared in The New 
Yorker. Also on the schedule are 
Time, Town & Country and the 
Sunday magazine section of the 
New York Times. A total of 27 
insertions, in 84-line and quarter- 
page space, will appear through 
December. Under an ilustration 
of a flag marked with the name of 
the company and the _ notation, 
“Founded 1826," copy reads “. . . 
have kept the flag flying and will 
continue to do so for British quality 
in Biscuits.” Erwin, Wasey & Co, 
is the agency. 


Appoints Frank Best 
Syracuse Ornamental Company, 
Syracuse, has named Frank Best & 
Co., New York, to direct its adver- 
tising. Magazines will be used. 


—— 
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Month after month, 
and year after year, 
NATION'S BUSINESS 
continues to be the 
magazine MOSt wanted 


by business men. 


Every month for 88 months, 
an average of 13,238 busi- 
ness men have put down $3 
or more for Nation's Busi- 
ness because they wanted it 
—no other reason. 
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13,000 Birthday 
Cakes to Patrons 


St. Louis, Sept. 4.—Continuing a 
birthday practice begun in 1937, the 
Viking Freight Company, a motor 
freight transportation company op- 
erating throughout the Middle West 
from this city, has just completed 
the distribution of 13,000 birthday 
cakes to patrons in observation of 
the company’s thirteenth anniver- 
sary. 

In 1937 only 2,500 cakes were dis- 
tributed, 5,000 cakes were given 
away the following year and the 
number has continued to increase 
since then. The cakes are circular 
in shape, four inches in diameter, 
coated with white icing and dec- 


from 


KODACHROME 


CHROMART carbro—quality Print provides 
superior art-copy for platemaking—$38 up. 
Assures finest reproduction, permits re- 
touching, pasting into final artwork. 


CHROMURA Print—$16 up. Rich, clean, | 


full-color print for framing, limited mail- 


ings, etc. Investigate! 
Photochrome, 837 N. Fairfax, Hollywood 
“Overnight by Plane” 


are individually wrapped in cello- | 


Teachers Friendly 


phane ami enclosed in cake boxes 
bearing the message “remembering 
you on our 13th anniversary.” The 
cakes cost seven cents each, includ- 
ing carton and wrapping. 

The cakes are baked as ordered 
each day and delivered to the com- 
pany’s main office from whence they 


are transported by company trucks | 


to branch offices. Freight repre- 
sentatives of the company then 
carry the cakes on their daily calls 
and pass them out to shippers and 
traffic men. Oliver Life, St. Louis, 
handles the advertising. 


Leases WGST 


Lucas & Jenkins, 
operator, has made 


Georgia theater 
arrangements 


|to operate station WGST, Atlanta, 


for ten years. Under terms of the 
|agreement the new operators guar- 
|antee an income of $50,000 a year 
| to the owner, the Georgia School of 
| Technology. The agreement will 
go into effect when approved by the 
Federal Communications Commis- 
sion. A court fight, however, is an- 


ticipated from the Southern Broad- | 


casting Company which now oper- 
ates the radio station under a lease. 


Moves to New Offices 

Charles A. Rawson & Associ- 
ates, Atlanta advertising agency, has 
moved its offices from the Commer- 
|cial Exchange bldg. to the Norris 
| bldg. 


fo Advertising 


Classroom Use of Pro- 
motion Materials Wins 
Favor 


Chicago, Sept. 4.—Readers of 
state teacher magazines manifest a 
friendly attitude toward advertising 
and advertised products, according 
to a survey made by State Teach- 
ers Magazines, Inc., which handles 
the national advertising for 42 pub- 
lications of state teacher groups 
throughout the country. Out of 10,- 
163 questionnaires sent out, returns 
were received from 1,760 or 17 per 
cent. Of these, 1,054 were women 
and 706 men. 

There were 1,401 teachers, for in- 
stance, who said they could use 
posters, booklets, etc., that help im- 
press upon pupils the importance of 
correct food from a health stand- 
point. Only 193 could not use them. 
There were 1,132 teachers who said 
they clipped informative advertise- 
ments to post in classrooms while 
441 did not. 

When it came to cooperating in 


jing with 441 
| connection 


thought it too commercial, 
clared pupils indifferent, 51 thought 


|pitfalls for 


classroom or school, 1,195 were will- 
unwilling. Of those! 
replying, 487 found no problems in 
with such activity, 58 
56 de- 


it took too much time and 60 said | 
the school would prohibit such ac- 
tivity. Although these figares show 
a generally favorable reaction to 


projects of this sort numerous com- 


ments written on the questionnaires 
indicate that there may be many 
manufacturers embark- 
ing on such activity. 


Favorite Radio Programs 


“Information, Please’ was the 
favorite radio program with 563 
votes. Other leaders with number 


of votes were: Lux Radio Theater 
482, Jack Benny 465, Dr. I. Q. 435, 
Chase & Sanborn 420, Fibber Mc- 
Gee and Molly 395, Ford Sunday 
Evening Hour 296, Quiz Kids 292, 
Helen Hayes 269, Bob Hope 241, 
Aldrich Family 220, Professor Quiz 
210, Take It or Leave It 202, One 
Man’s Family 188, Kay Kayser’s 
Kollege of Musical Knowledge 188, 
Fred Allen 144, Kraft Music Hall 
126, First Nighter 119, and Major 
Bowes 100. 

In a check of branded products 
the votes of the teachers were as 
| follows: 

Antiseptics: iodine 961, Mercuro- 
chrome 822, Listerine 603, Lysol 337. 

Dentifrices: Ipana 461, Pepsodent 
333, Colgate’s 173, Dr. West’s 145. 

Drugs: Bayer’s aspirin 1,043, 
Anacin 230, Alka-Seltzer 225, 
Bromo-Seltzer 77. 

First aid: Johnson & 
907, Bauer & Black 542. 

Cold relief: Vick’s 1,102, Smith 
Brothers 191, doctor or home reme- 
dies 50, Pertussin 30. 

Deodorant: Mum 534, 
396, Arrid 219, Nonspi 80. 

Facial soaps: Lux 540, Woodbury’s 
488, Camay 399, Lifebuoy 329. 

Vitamin products: Squibb 228, 
Vitamin Plus 72, Abbott 60, One-a- 
Day 28. 


Attitudes on Smoking 


More than 50 per cent of the men 
{teachers who replied to the ques- 
tionnaire smoke while women teach- 
ers for the most part are not ad- 
dicted to the habit. In checking 


Johnson 


Odorono 


by it while 303 were not annoyex 
and 299 thought it all right in th: 
proper places. Of the women teach 
ers 181 were annoyed by it, 37 
were not annoyed and 448 though: 
it all right in proper places. 

There were 1,240 who own aut 
mobiles, 10 in which the fami 
owned cars and 457 who did n 
own cars. In this car ownersh 
every car was represented but Li: 
coln. The favorite hobbies of m: 
teachers were fishing, gardening ar | 
reading in that order while for t 
women the favorites were readi: 
gardening and sewing. 


Clamps Down on Stores 
Michigan’s monopoly liquor sy - 
tem has clamped down on specia 
designated distributors by order 
privately-owned stores to short ; 
hours and increase liquor stoc! s, 
Effective Nov. 1, private stores must 
close at 11 p.m. instead of 2 am 
and must carry every item in tie 
400-item list maintained by st: te 
stores. By this action, John y 
Miner, state commission chairm: n, 
estimates that private stores will >e 
forced to carry $1,000,000 worth of 
liquor in addition to their present 
inventories, and the state- will »e 
enabled to reduce its state store 
inventory by a like sum. 


Conduct Dallas Meeting 

The Dallas Advertising League 
will conduct a conference on ad- 
vertising at the Hotel Adolphus, 
Sept. 22-25, directed by Clyde Re- 
dell, former advertising manager of 
Marshall Field & Co., and now a 
member of the faculty of the schoo] 
of commerce of Northwestern Uni- 
versity. 


PCPS r ere eee eee eee YS 


New Haven Area |; 
Defense Orders Up 


The New Haven, Conn. market known 
as “Register City” has such large de- 
fense orders the great total is not 
definitely known. The primary de- 
fense orders for the state was 
600,000,000, The New Haven area 
that has 888 plants shares gener- 
ously as the greater industrial sec- 
tion. Through courtesy, no details of 
foreign war contracts are released, nor 
since June 1 have U. 8S. Navy orders 
been made known, Send today for 
brochure, “Register City” that de 
scribes this profitable market to New 
Haven Register, New Haven, Conn, 
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gain of 13,566 lines 
months of 1940.* 


of 12.5% during the 


of only 4.8%. 


dised because it is 


* Media Records 


ANSWERS 
To September Ad Quiz 


T...Puck-The Comic Weekly for the year 1940 re- 
corded a gain of 40,124 lines or 27.5% over 1939, 
and for the first 7 months of 1941 has shown a 


2a oe< While Puck—The Comic Weekly turned in a gain 


July, 1941, the Saturday Evening Post, Collier's, 
Life, Time and Liberty, combined, made a gain 


3 eee Puck—The Comic Weekly covers better than 20” 
of all the families in each of 570 cities and towns of 
10,000 population and over in the United States 
at the lowest four-color cost. 


4... Puck-The Comic Weekly during the year 1940 
was chosen by American manufacturers as bet 
ter than a 3 to 2 favorite. For every two advet 
tisers using space in the second-place Com 
group, three advertisers selected Puck—Th 
Comic Weekly. Practically the same ratio wa 
maintained by Puck-The Comic Weekly for th 
first 7 months of 1941. 


§ ...Puck-The Comic Weekly is the only nation 
Comic medium that can be nationally merchan 


editorial content. Proprietors of retail stores, mc! 
chandise managers, 
Puck-—The Comic Weekly regularly and promo! 
the products advertised in it. 
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Objectives of 
Industry Outlined 


‘Pats on Back’ for 
Defense _ Activities 
Scored 


os Angeles, Sept. 2.—Six ways 
in which corporations must mind 
their public relations were outlined 
by Frank W. Lovejoy, sales execu- 
ti of the Socony-Vacuum Oil 
Conpany of New York, before the 
nd annual five-day conference 
of the American Council of Public 


Relations at the University of Cali- 
fornia, southern branch, here last 
week. 

These six public relations objec- 
tives are: 

1. Between the company and its 
consumers. 

2. Between the company and its 
stockholders. 


3. Between the 
government. 

4. Between 
employes. 

5. Between the 
local communities. 

6. Between the company and its 
col petitors. 

“No public relationship is com- 
plete,’ said Mr. Lovejoy, ‘unless all 


company and 
the company and its 


company and 


six are served. When an attitude 
of refusal to present a corporation's 
case to the public is found deeply 
embedded in its official head, the 


cause usually is fear, fear to give 
out facts that will be criticized or 
fear that competitors will profit. 
Yet, without a frank appeal to the 
public a corporation is likely to be 


(Adv ) 


ABOUT PRINTING — 


| 


Dime Avalanche Follows. 
Idea Casually Expressed 
at Saturday ‘Clambake’ 


By RICHARD L. HOPE 


Funny 
idea 

Listen! 

One of our “idea crew” recently 
tossed a suggestion into our Satur- 
day morning clam-bake of helen 
highwater and help. It sounded 
like something . . but it was 
agreed it would take a BIG outfit 
to use it. What with production 
costs and the “nut” generally, the 
run had to be fairly sizable. 

Monday .. . off went a letter to 
an organization that’s no small po- 
tatoes when it comes to mass dis- 
tribution of product . have an 
advertising budget that tops six 
millions by nearly another digit. 
Wednesday came the reply ... “we 
like it . send six dummies for 
use in our testing program.” 

Out went the dummies ... of a 
colorful 64-page book designed to 
tell American women how they can 


what can happen to an 


get more fun out of entertaining. 
With it went everything to help the 
‘lient merchandise his offer, radio 
lugs included! 
oday ... it is one of the best 
ulling premium offers on the air. 
‘he ticipated test run was gob- 
led up in two days. When the 
il he of dimes and box tops 
ill stop, we don’t know .. . nor, 
t that matter, do we care a tink- 
rs ntinental. You can’t make 
a d when our presses are 
uit in fact we like that! 
Bu this experience again 
ves a point: That a printing 
“it capable of creating and pro- 
hg ideas that SELL is worth lis- 
ng to when THEY have a story 
— or to invite in when 
} 


. got a merchandising prob- 
it a printed selling piece 
shit ick. Especially, if they’ve got 
Kind of merchandising-minded 
troined crew we have to handle 
‘ry } hase from idea to distribu- 
harassed and busy adver- 
anagers. If you'd like to 
~ @ copy of this top-flight pre- 
dr ea let us know. Or, if you'd 


*to see how these boys tackle a 

dlem, . . . tell us yours. 

‘MERICAN COLORTYPE CO. 

. é to Oriainate Skill to Produce 

“cago New York Clifton Coshocton 
Ad No. 2 of a Series 


misunderstood by those who should 


be its friends.” 

While the concensus was that dur- 
ing the present emergency public 
relations between big business and 
the consumer are more important 
than ever, Dr. Marshall E. Dimock, 
University of Chicago, held to the 
belief that business men more than 
any other group made government 
the all-pervasive force 


that it is 
today. As corporations grow in 


size, he said, and diffuse ownership 
there an increasing similarity 
between their problems and _ the 
problems of government. 

Certain industries have been 
guilty of “patting themselves on the 
back” for their part in the national 
defense program to the detriment of 
national morale in the opinion of 


is 


Don D. Lescohier, head of the Uni- 
versity of Wisconsin’s economics 
department. He sharply reprimanded 
those industries which “happen to 
produce essential articles in the 
normal course of business affairs” 
and are now taking unfair advan- 
tage of the emergency to praise their 
work to the public out of propor- 
tion to normal business practice. 
This condition, the economist 
warned, may lead to distrust by the 
public for some defense industries 
which are conducting their public 
relations programs on a basis com- 
parable to their importance. 


Pratt Named Ellis V. P. 

E. S. Pratt, media director of 
Sherman K. Ellis & Co., New York, 
has been elected a vice-president. 


Business Paper 


Linage Continues 
Upward Climb 


Chicago, Sept. 3.—August linage 
of 112 business papers was 10.5 per 
cent greater than a year ago and 
linage for the first eight months of 
1941 was 12.4 per cent greater than 
for the same 1940 period, according 
to a special tabulation in the Sep- 
tember issue of Industrial Market- 
ing. 


The in the in- 


82 publications 
dustrial group stood out in front 
with a 12.2 per cent increase for 
August and a 14.8 per cent increase 
for the eight-month period. In 19 
papers in the trade group August 


23 
linage was up 3.7 per cent and 
eight-month linage gained 2.4 per 
cent. 


Eleven papers in the class group 
showed an August gain of 4.9 per 
cent and an eight-month of 
6.8 per cent. 


gain 


Gottlieb to Pollock 


M. M. Gottlieb Associates, Allen- 
town, Pa., has appointed Julian G. 
Pollock Company, Philadelphia, to 
direct advertising for its Telometer 
clock. Albert J. Caplan is account 
executive. 


Appoints Weiss & Geller 
Heyman Process Corporation, 
New York, manufacturing chem- 
ists, has appointed Weiss & Geller, 
New York, as advertising agency. 


| are 


you 


3 bottlenext? 


. Not with SMileage on your side! 


Then, SMileage to the rescue. ‘<a te ans ese 
. a Te a” Witoriny 

° Esquire’s SMileage—page after page of cartoons 2, ee Yorke, % y " J 4s 
: and laughter and healthy, hearty things—brings b Con, wican az; 120 nos 

° you a reader in a rare mood these blitz-jittery i, Eve, p Fay Fig 

: days. SMileage soothes his spirit, whets his wits, Nate i 2 ey hie 

. leads him to your advertisement in the Mood to heen ' 50) Gag 

: Buy. SMileage makes sales—and where there’s ~ Ut "8Chkeen, % Pin 

. SMileage, there’s Esquire! tee 


. 
. 
. . . . . . 7 . . . . . . . . . . . . . 7 . . . . . os 

° 

° Here's what John A.Spooner, Advertising Manager of the Amer- 
ican Viscose Company, has to say about Esquire’s SMileage 

° 

™ We definitely believe in SMileage as a 

° positive sales factor. It has been our 

. experience that Esquire’s high SMileage 

. content brings the reader to our advertise— 

= ments in a pleasant and receptive state of 

4 mind. Esky with his SMileage is one of 

: our favorite salesmen. 

. 

° 

. 
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ADVERTISING AGE 


mall Arms and Bombers Pace 
efense Work in Kansas City 


Rising Agricultural 
Prices Aid Economy 
of Inland Market 


By B. K. ANDERSON 


Kansas City, Mo., Sept. 4—Some- 
thing is happening in Kansas City. 
Something that was noticed more 
than a year ago in the sharp, steady 
climb of production and sales vol- 
ume figures. At first local business 
men said: “’29 is coming back.” 
Now they say “’29 was a pygmy!” 

From the trade development de- 
partment of the local Chamber of 
Commerce come the figures that 
prove that Kansas City is beginning 
to feel the full effects of the most 
prosperous era in its history. And 
the city is not a boom type of town. 
It is the type which survives wars. 
It has industries and wealth sources 
that in peacetime do not run dry 
but provide a steady, wholesome 
flow of income for the normal needs 


|} manufacturing 


| smile, 


production, it is not hard to under- | 
|stand why local business men are 


talking about a boom on top of a 


boom in the Kansas City area. 


Certainly Kansas City has gone 
“all out” to obtain as much defense 
and processing as 
was possible. And it received fa- 
vorable consideration because it 
was not only equipped to handle 


ithe business but was centrally lo- 


cated and has a wealth of tranpor- 
tation facilities fully developed. 
But when others grumble about the 
rising prices of food, Kansas Citians 
because when food prices 
are up the city’s income is up, for 
it is the gateway to one of the 
greatest food producing regions in 
the world. 

In the six-state area which mar- 
kets largely through it—Kansas, 
Missouri, Oklahoma, Texas, Ne- 
braska and Colorado—$344,000,000 
worth of wheat has and is being 
harvested. In Kansas alone this 
year was produced 51 million bush- 


els more than the 10-year average 
1930-39. 


of life. 
Kansas City has a goodly share 


of defense business too. It is the Prices Up Substantially 

site of an immense bomber assem- 
bly plant, with a capacity of 100 Farm market prices generally in 
bombers a month. It has a large the area have improved 20 per cent 


over a year ago. Hog prices have 
increased 65 per cent, and all meat 
animals are up an average of 40 
per cent. Wheat is up 35 per cent, 
butterfat 50, and so on. 

And retail volume in the 
has not been slow to follow. Vary- 
ing in different localities it is up 
15 to 20 per cent and_ getting 
stronger daily. Demand for credit, 
bank clearings, bank debts, car 
loadings, postal receipts and prac- 
tically all other business barometers 
give evidence of a strong and sus- 
tained market. 

But getting back to the figures of 
the trade development department 
concerning industry within the city 
limits: 


munitions factory nearing comple- 
tion. These two projects alone are 
beginning to add $30,000,000 a year 
to Kansas City’s pay roll. Also 
there are many other local factories 
and processors that are receiving a 
rush of defense orders running into 
millions of dollars. 


area 


Farm Income Important 


Adding these defense millions to 
the facts that Kansas City is the 
world’s first market in primary 
wheat receipts; is first in stocker 
and feeder cattle; is second as a 
meat packing center; is one of the 
great lumber centers of the coun- 
try; and that the Kansas City mill- 
ing area is first in America in flour 
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SWHITEST 


in the United States 


Put this fastest moving large 
city on your schedule now. 


Get more for your money in 
sales and in low advertising 
rates, too! 


The best and most economi- 
cal way to sell San Diego is 
with one newspaper buy-- 
The San Diego Union 


, ‘ and Tribune-Sun. 
a Call our representatives 
il | today for latest market data. 


Represented nationally by WEST-HOLLIDAY CO., Inc. 


New York - Chicago Detroit - Cleveland *5t. Louis -Seattle- Portland: San Francisco~ Los Angeles 


An $18,000,000 small arms am- | 
munition plant to be operated by 
Remington Arms Company is now 
being completed and is expected to 
begin production this month to fill 
a $73,000,000 contract with the gov- 
ernment. 

An $8,000,000 bomber assembly 
plant of North American Aviation, 
Inc., is scheduled to begin produc- 
tion within the next few days. 


Extra $2,500,000 Monthly 


An army quartermaster depot 
which handles supplies for nine 
states was moved here toward the 
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HUGE AMMUNITION PLANT WELL ON WAY 
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One of the buildings in the vast small 


arms ammunition plant being built for 


Remington Arms Company in the Lake City basin near Independence, Mo., withir 
the greater Kansas City area, which already holds $73,000,000 in governmen: 
orders. 


end of 1940 and has aided the area. 
in two ways: 
employes to the city and has made 
it “convenient” for firms in this 


area to bid on government orders.| are just getting started. 


These three units alone, when in 
full operation, will employ approxi- | 
mately 25,000 persons, 
monthly payroll exceeding $2,500,- | 
000. And this is all extra business | 
over and above that of a commu- 
nity well on its way to a new in- 
dustrial and production boom be- 
fore they made their appearance. 

Here, for example, are a few of | 
the figures of the period just pre- 


=] ba actadl ‘ 
=~ . A {ee a 
7 lag eae na ie FES ey ee ge meee 
——— “dl * aahgre . e ris t 
e ee B eal , 
a a= 


nr 
a 


Sates 


—— 


oe my = 
. ‘Se st ue ow - 
A 7 Oe eee 
bsg AY. 
> 


nas ” 


It has brought new | stocks we feel that they’re going 


to even go stronger in the months 
to come. Many of the big plants 
Wait till 
they get a few pay checks, then 
things are going to break wide 


with a/| open!” 


Wholesale volume is. clinging 
right to the heels of retail gains. 
In a recent week, wholesale volume 


was about 40 per cent larger than 


a year ago, and climbed 20 per cent 

over the preceding week. 
Continuing to show one of the 

sharpest gains was the furniture 


gages SE NAialiain. 
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Construction view of the $8,000,000 North American bomber plant at Kansas City, 
Mo., which will add its voice to the defense chorus shortly. 


ceding the these 
units: 

Up to Aug. 1, Kansas City firms 
including lumber, steel, and manu- 


facturing of all kinds had received 


opening of new 


government contracts for defense 
items totaling $60,000,000. It was a 
period of numerous plant expan- 


sions, new buildings and added em- | 
ployment. 


Building 70° Ahead 


Building permits for the first half |in the city hall to aid in this work. ment factory required about 


group. Sales for one recent week 
were as much as 60 per cent over a 
year ago. Hardware volume ran 
neck and neck with dry goods, with 
the gains averaging about 40 per 
cent over last year. 

Right now the city is up to its 
ears in trying to find homes for 
employes in defense plants. An 
Advisory Defense Housing Com- 
mittee has been formed and a 
Homes Registration Office opened 


been opened by the larger pla: ts 
and lines of new wage earners piss 
|steadily and quickly through them 
all hours of the day. 

Outstanding in Kansas City’s ce- 
fense-boom picture is the fact tat 
even though its area was one of the 
slowest to feel the impact of ce- 
fense-created business it has kept 
right to the national average of 
business again. Farthest inland of 
all metropolitan centers and on that 
;account alone certain to play an 
increasingly important part in the 
production of munitions, airplanes 
and the other materials and ma- 
chinery of war, Kansas City’s pic- 
ture grows daily brighter. 

Headquarters for TWA, the city 
has long prepared itself as the na- 
tion’s center of aircraft and air ac- 
air 


tivity. Huge expansions are 
now under way. A second Munici- 
|}pal Airport has been laid out and 


ja new vital community is prepar- 
|ing to spring up around it. 
Many Smaller Contracts 
But it isn’t all “big” industry. 
The smaller firms are getting their 
share of the work too. 


The Standard Steel works of 
North Kansas City has just been 
awarded a $965,448 contract for 


laviation refueling trailers and dol- 
lies. This order brings the com- 
pany’s total of national defense or- 
ders to about $4,000,000. 

Keystone Trailer and Equipment 
company has purchased a 300-foot 
building, a relic of World War days, 
to carry out a $467,000 orde: 
air corps trailers. The personne! to 
be added for the defense order will 
more than double its regular staff 


for 


The entire garment plants area of 
the city is facing a space problem 
due to recent expansions. Not so 
long ago the average local gar- 


».000 


year showed a gain of 70 per cent | Downtown employment offices have square feet of floor space. Today 


in dollar volume over the same pe- | 
riod of 1940, rising from $1,759,570 
last year to $3,029,170 this year. 

Residential building during the 
same period showed a gain of 46 
per cent; with 257 new houses 
started this year, against 176 last 
year. 

Lumber consumption in the area 
was more than 50 per cent greater 
the first quarter of this year than 
during the same period of 1940. 
A lumber statistical firm predicts 
that the year will end with lumber 
consumption at least one-fourth 
greater in the area than during 
1940. 

Kansas City’s steel is really “go- 
ing to town.” Sheffield Steel Cor- 
poration, only steel producer in the 


area west of the Mississippi and 
east of the Rockies, in its local 
plant and others, is producing a 


greater volume than ever before in 
its history. 
Retail Volume Rising 


Retail volume in a recent week 


in August averaged 23 per cent 
greater than a year ago. Sales 
were equal to the previous week, 


even though the previous week had 
the benefit of month-end and first- 
of-the month purchases. 

The management of one local de- 
partment store “Sales in 
home furnishings departments are 
setting an all time peak We've 
had more summer store traffic than 


says: 


at any period in our history. 
They're buying heavy and from 
the way they are looking at our 
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REFRIGERATING EQUIPMENT 
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Started 1933 
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$79 to $85 a month to place a 
factual advertisement for your 


INDUSTRIAL EQUIPMENT NEWS 


“Industry's Original Monthly Product 
Information Service” 


Thomas Publishing Co., 461 8th Ave., New York, N. Y. 


more than 52.- 


t operating men 


} 
in the larger plants in all indus- 
tries... when and where they 
now look for their current oper- 
ating requirements. Details? 
Write for “The LEN PLAN” 
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a 'arge percentage of them are go- 
inz over 10,000 square feet. And 
the canvas goods manufacturers are 
getting in on this business too. 
Carnie-Goudie, a local firm, has re- 
cently doubled its floor space by 
le sing another building and put- 
tirg 150-200 persons to work 
moinly on defense orders. 

fust why these firms need more 
sp.ce can be seen from the follow- 
ine list of items on which the OPM 
recently called for bids in the Kan- 
sas City area: 

500,000 khaki shirts. 

500,000 cooks’ and bakers’ caps. 

500,000 canvas first aid pouches. 

5,000 canvas dispatch cases. 
500,000 canvas barracks bags. 


Airlines Most Important 


dustries new to this area, 
which have come in during the past 
five or ten years add perhaps the 
pleasantest touch to the sparkling 
Kansas City picture. Among the 
most important of these are the 
aviation interests. With an annual 
payroll of $2,693,930 and 1,498 em- 
ployes, commercial airlines head 
the list. Transcontinental and 
Western Air, Inc., and Mid-Conti- 
nent both have their general head- 
quarters in Kansas City. 

More than 3,000 persons, exclud- 
ing those in the new bomber plant, 
are employed at present in the avi- 
ation industry in the city. Eleven 
privately-owned schools with avia- 
tion courses and an estimated 2,000 


students in these courses constantly | 
the fold. | 


into 
firms are ac- 
manufacturing 


feed new members 
Thirty-four local 
tively engaged in 
aircraft parts. 
Typical of the expansion now 
common in this particular industry, 
the Siebenthaler division of Air- 
craft Accessories Corporation has 
under construction a new $115,000 
building to permit further expan- 
sion of its business now carried on 
from two of its other plants located 
in this city. Executives of the 
Siebenthaler company emphasize 
that this is not a “‘war boom indus- 
try.” It’s a natural development in 


the industry. The new move 
doubled the company’s employe 
roll, 

Wages are going up too. For in- 


stance Aircraft Accessories has just 
granted a  15-cents-an-hour — in- 
crease for class A workers. Most 
other companies are also granting 
“blanket” or “sectional” increases, 
with many allowing increased over- 
time in all brackets. 

Retailers all report that they are 
making heavy commitments in the 
face of this increased market. Per- 
haps this fact gives as good a clue 
is any to the retail outlook here: 
downtown retailers are planning to 
stay open Thursday nights until 9 
p.m. to accommodate office and fac- 
‘ory workers and to help take the 
load off the daytime hours. 


Mail Group Meets 


The 2lst annual convention of 
Mail Advertising Service Associa- 
t0n International will be held at 
‘ne Lord Baltimore Hotel, Balti- 
more, Md., Oct. 12-15. 


Form Fuller, Albrecht 


Fuller, Albrecht & Co., a new ad- 
vertising agency, has been organ- 
ized at 296 Delaware avenue, Buf- 
falo. Officers of the company are 
J. Jay Fuller, Buffalo advertising 
executive, president; Clement H. 
Cochran, formerly sales manager 
for Buffalo and Minneapolis mill- 
ing companies, vice-president; Ed- 
win B. Dietrich, sales and mer- 
chandising counselor; Joseph A. Al- 
brecht, attorney and management 
consultant, treasurer; and Harry C. 
Mills, formerly with the advertising 
staff of the New York Journal, pro- 
duction manager. 


Joins Stewart-Jordan 

Paul E. Brown, former radio di- 
rector of William A. Schautz, Inc., 
New York, has joined Stewart-Jor- 
dan Advertising Company of Phila- 
delphia and Baltimore. 


WCAU Advances Coyle 


James F. Coyle, for the past 15 
years a member of the station's 
sales staff, has been named assis- 
tant commercial manager of sta- 
tion WCAU, Philadelphia. 


Better Promotion 
Suggested for 
Health Foods 


New York, Sept. 2. Claiming 
that sales are lagging because 
“prospective consumers don’t know 
what it’s all about,” Dr. Walter R. 
Eddy, professor emeritus of physio- 
logical chemistry at Columbia Uni- 
versity, last week asserted more 
intensive advertising and better or- 
ganized promotion of vitamins and 
health foods is necessary before 
sales attain the volume they should. 
Speaking before the fourth annual 
convention of the National Health 
Foods Association, Dr. Eddy de- 
clared that to the average person 
“vitamins are a racket, something 
that will blow over.” 

Fifty manufacturers, whose 
plants turn out the estimated $75,- 
000,000 worth of health foods now 
consumed by the public, were rep- 
resented at the gathering, as were 
representatives of 500 retail out- 


lets which handle nothing but health 
foods. Producers predicted that 
sales during the next 12 months 
would run well over the $100,000,- 
000 mark. 

Discussing one of the most widely 
publicized of all vitamin foods, the 
new enriched bread, Dr. Eddy 
pointed out that it is not moving 
as fast as was hoped or expected, 
and blamed a lack of understanding 
on the part of the public about the 
value of vitamins and of health 
foods generally. 
tion is remedied by an active pro- 
gram of advertising and promotion, 
he said, neither enriched bread nor 
any other vitamin-fortified or spe- 
cial dietary product is going to en- 
joy repeat sales. 


Knight Names Aide 

B. E. Maidenburg, Sunday editor 
of the Detroit Free Press and asso- 
ciated with Knight newspapers 
since 1928, has been named execu- 
tive assistant by John S. Knight, 
publisher of the Free Press, Akron 
Beacon-Journal, and Miami Herald. 


Until this situa- | 


Offer New Color Units 


The American Magazine and Col- 
lier’s are now offering advertisers 
a four-color service in less-than- 
page size. The new service is con- 
fined to gravure only. Collier's will 
sell the four-color half-page in 
vertical space only while The 
American Magazine will sell both 
half and two-thirds page space. In 
both magazines the new units will 
be available in both regular and 
bleed size. 


Launches Own Company 


Ben Sackheim, Inc., New York, 
advertising, marketing and _ sales 


promotion, has been organized with 
offices at 250 W. 57th street. Mr. 
Sackheim was formerly account ex- 
ecutive with Kelly, Nason, New 
York. 


Joins Rural Gravure 

Maurice V. Reynolds, formerly 
publisher of the now defunct Rural 
Progress Magazine, has been named 
co-publisher and vice-president of 
Rural Gravure Service, Inc., Madi- 
son, Wis. 


The Perfect Success Story 


In Three Parts and An Epilogue 


Part | 


(About Audience) 


The value of a radio station to an advertiser lies solely in the listeners it 


offers. And comprehensive surveys, based on 48,000 completed telephone 


calls per week, clearly show that . . . 


STATION MOST OF THE TIME—MORE FIRST-PLACE QUARTER- 


+ 
KMBC HAS MORE KANSAS CITY LISTENERS THAN ANY OTHER Q 
HOUR PERIODS, MORNING, AFTERNOON AND EVENING, 


THAN ALL OTHER STATIONS COMBINED! 


Part Il 


(Speaking of Sponsors) 
Most advertisers unerringly gravitate to the station with the greater 
number of listeners. So, this fact also is important . . . 
KMBC CARRIES MORE NATIONAL SPOT BUSINESS THAN ANY 
OTHER KANSAS CITY STATION—MORE BUSINESS BY HOURS 
AND MORE BUSINESS IN DOLLARS! 


Part Ill 


(Regarding Results) 
The ultimate test of a station’s effectiveness is how long advertisers 
continue to use that station—in other words, how impressive the results 
obtained. Which leads to this . . 
ONLY ONE OUT OF EVERY FOUR KMBC ACCOUNTS IS NEW 
TO THE STATION—THREE OUT OF FOUR ARE RENEWALS: 


Epilogue 


KMBC, by attracting more listeners, has attracted more advertisers. 
By delivering greater results, KMBC has kept those advertisers. 


riba 


Free and Peters, Inc. 


CBS Basic Network 


To us, that is the highest of all recommendations for KMBC . . . The Perfect Success Story! 


KMBC of Kansas City 
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Stern Names Best 

Max Stern & Co., New York gem 
importer, has appointed Frank Best 
& Co., New York, to direct its ad- 
vertising. Business papers will be 
used. 


Rejoins Keo 
O. V. Chapman, who joined Reo 


Motors, Inc., in 1927 and left the 
company in 1939, has rejoined the 
organization as manager of the 
Dallas branch. 


Gets Jewelry Account 

Accessocraft Products, New York, 
costume jewelry, has appointed 
Monroe F. Dreher, New York, as 
advertising agency. 


QUALITY - ECONOMY 


THEY CAN AND DO GO TOGETHER 


* BOOKLETS 
*FOLDERS copys ani 
* CATALOGS _ pepartments 


* SALES HELPS 


LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 


DESCRIPTIVE 
MANUAL 
ON REQUEST 


WALKER 5-3030° 


Supermarts Shift 
Copy Appeal, Boost 
Newspaper Space 


Survey Reveals Trend 


Away from Emphasis paper advertising, representing 11.3 | 


on Price 


New York, Sept. 3.—Supermarket, | latter figure being 11.6 per cent of 
food | the big three’s total. 


chain and voluntary chain 

|stores are increasing their news- | 
|paper advertising linage consider- 
ably, with copy emphasis moving 
jaway from the low price theme, 
|according to the seventh annual 
|survey just completed by Super 


Market Merchandising and revealed 
in its August issue. This big three 
| in the food field used 53,102,811 lines 


| of newspaper advertising in 91 
|selected cities from coast to coast 
in 1940. 

In 74 cities where supermarket 


linage could be compared with 1939 
the survey revealed that the 18,757,- 
098 lines used in 1940, representing 
137.5 per cent of the big three, was 
| 918,247 lines more than the 17,838,- 
851 lines used in 1939 when the 


at | 
|latter figure represented 37.2 per | 
icent of the big three total. 


|51.2 per cent of the total. 


A WHOLE WEEK'S BREAKFASTS BY KELLOGG 


In the | 
84 cities where the food chain store | 
linage could be compared, the 1940 
total was 25,552,546 lines or 51.2 | 
per cent of the big three’s total, a | 
gain of 1,064,285 over the 1939 fig- | 
ure of 24,488,261, which was also | 


, = A NEW SERVICE FOR YOU 


Balanced Breakfasts for a whole 
week! Planned by Kellogg's Home 
Economics Experts to help you get 
more Variety into morning menus. 


They're economical—easy to prepare! 


tot nef ELEM LL, A,» 


the wort of bighier breakiams And Kellogg + crap 
ale can do thea part to help you get more venery me 


Comparing voluntary chain store | wee to ene, See abe. se see ncn 
linage in 57 cities, it was found that | 
the 5,633,716 lines of 1940 news- | 


some we popped mame wee ae haces form They ve made hem com whe: 
ree, bean, You 8 manly find a the Kellogg “ime # commal 


TREBLE 


per cent of the big three’s total, was 
45,982 lines more than the 5,587,- | 
734 lines of copy used in 1939, the 


More Human Interest 


“Both supermarkets and corpor- 
late chains today are putting more 
‘human interest into their advertis- 
ing,” said the report. “The use of | 
color, of humorous copy and tie-ins | 
with various promotional weeks | 
and with topics of national signifi- | 
cance are becoming more apparent.” | / === uns 
There is a definite trend toward | —— == 
more dignity in copy with emphasis 
on quality. “The operator is ham- 
mering home the fact that through 
volume merchandising, marketing 
efficiencies and through self-service 
low retail prices with high quality 
are possible,” continues the report. 
“The educational type ad pointed 


| 
| 
| 
| 
| 


Unusual six-column newspaper copy for Kellogg Company featuring breakfas 
menus for a whole week, with a different Kellogg cereal each day. This cop 
appeared in Bellingham, Wash. 


directly at the housewife and her Joins N. Y. Gravure 
|shopping problems —the ad which | 


|carries a daily menu, shopping hints, | John R. Whalen, assistant | 
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| FOUNDATION COURSE IN ADVERTISING 
© ADVERTISING 
R Just the book for those in their first advertising job of 
4 4 Bae yweparing for ita complete description of adv ising in its 

Soon WSGN, Birming- b: mi . mocerm conception, what what a fou de ! By Harry Ww. Hepner 

~ . illustration charts, table quotations, key questior at 
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; Aste ® ; > | duction manager, Lord & Thon 
|institutional and good will copy, is |New York, has’ resigned to 
more prevalent than ever before. |New York Gravure Corporation ; 
In some cases layout and copy ‘production manager. 

being prepared by advertising agen- | 


1S 


cies with both copy and layout Woolen Corp. to Grady 
_ based on the results of intensive | woolen Corporation of America, 
consumer surveys. New York, has appointed Robert B. 


Feature Quality and Service Grady, New York, to direct adver- 


tising. 
“The mewspaper reader today 
may be advised to buy U. S. gov- 
ernment defense bonds or to con- 4 
tribute to the U.S. O. The shopper 
may be informed that certain agri- | COLUMBIA'S 
cultural products are on the surplus Th 
list and should be purchased.  In- 
|stitutional copy may describe the STATION a 
|market’s advantages and the pro- or 
/cedure undertaken to bring high FOR THE La 
|quality meat, fish, vegetables and y 
groceries to the public. — 
| “The innumerable shopping con- | SOUTHWE ST U: 
|veniences offered by the super- 
|market are as important an appeal 
|to the shopper as price—the park- ae 
|ing lot, sanitary, modern and com- the 
fortable interior facilities. Price De. 
copy today has not been abandoned Th 
but supplemented and oOver- ord 
shadowed by other important con- are 
sumer shopping appeals — quality, 
service and dependability.” Sc 
WICHITA 
Growers Name Mueller = 
A. B. Mueller, formerly vice- Pe 
president of Facts, Consolidated, has KANSAS a 
— ee ee a a, be 
velopment for the Pineapple Pro- ’ 
ducers Cooperative Association, Call Any Edward Petry Office Pe 
San Francisco. nes 
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SEE IT 10 DAYS FREE—SEND THIS COUPON 
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- McGraw-Hill Bock Co., Inc., 330 W. 42nd St.. N. Y C | 

; | Send me Hepner Effective Advertising for 10 days xamination of pprova I 
" we end $4.00. ¢ f post ak f I paid | 
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THE ELBOW TEST 


Here’s Proof my Face Powder 
makes Women Look Younger! 


Thousands have made this exciting 
“ELBOW TEST’’—you can, too! 


“ae * 


itt 
Try All 9 Shodes FREE 
' ‘ , 
big : FACE POWDER 

‘ 
‘ —— 
c — — 
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This copy appearing in The American 
Weekly recently, as part of a reqular 
schedule, is also indicative of one of sev- 
eral copy appeals now being tested by 
Lady Esther in about 20 newspapers. 
Pedlar & Ryan is the agency. 


Uses Cooking Schools 

The Iowa Dairy Commission has 
voted to again participate in weekly 
newspaper cooking schools, with 
the Coolidge Advertising Company, 
Des Moines, handling the account. 
The agency has released space 
orders to newspapers where schools 
are definitely scheduled. 


Scott Raises Duff 


G. A. Duff, formerly chief sales 
correspondent and St. Louis man- 
ager, has been placed in charge of 
advertising for Scott Paper Com- 
pany’s industrial division. He will 
be assistant to Harry Pardee, ad- 
vertising manager of the Chester, 
Pa., company. 
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IST0CH PHOTOS 


American Sows 
Plans 1941 Drive; 
Budget Unchanged 


Cleveland, Sept. 4.—The Ameri- 
can Stove Company will continue 
its advertising promotional drive 
for its new Magic Chef models in a 
1941 Old Range Roundup with 
a budget equal to that of last year. 

The company and its agency, Bat- 
ten, Barton, Durstine & Osborn, will 
direct the drive this year toward the 
higher price market, emphasizing in 
their pre-campaign material that 
this year, with more monev to 
spend, American housewives will be 
inclined to buy quality goods. It is 
also indicated that with the still un- 


recognized influence of priorities, 
price controls, instalment buying 
curtailment and consumption re- 
strictions, the housewife is likely to 
feel that her only surety of value 
is to “buy quality.” 

National magazine advertising 
will bulwark the fall drive, and 
copy is keyed to national defense 
and the advantages of gas cookery 
as “The Inside Story of a New De- 
fense Weapon,” emphasizing cook- 
ing with gas to preserve vitamins 
and safeguard national health. Also 


promoted are economy and speed of | 


Magic Chef operation and quality 
of construction. 

Miss America again heads the an- 
nual Magic Chef Old Range Round- 
up, and Hollywood cowboy Roy 
Rogers is added to give the roundup 


a touch of range atmosphere. Num- 
erous dealer aids are provided in 
the promotion, with window stream- 
ers, display cards, ad blow-ups, 
posters, newspaper mats, film slides, 
roto broadsides, direct mail, hand- 
bills and numerous prospect finders 
slated. 


Names E. S. Lanning 


Edward S. Lanning, who came to 
MacDonald-Cook Company, South 
Bend, in April from Rosenow Com- 
pany, Chicago, has been named copy 
chief of the South Bend agency. 


Publishers to Meet 


The annual meeting of the Na- 
tional Publishers Association will 
be held at Skytop Lodge, Skytop, 
Pa., Sept. 16-17. 


Names Cramer-Krasselt 


McConnon & Co., Winona, Minn., 
has named Cramer-Krasselt Com- 
pany, Milwaukee to direct its ad- 
vertising. C. W. Lawrie is account 
executive. 


Hotel Names Agency 

The Traymore, Atlantic City, has 
appointed Needham & Grohmann, 
New York, as advertising agency, 
effective Jan. 1, 1942. 


Mass production methods 
make Artkraft superior 
quality available at com- 
petitive prices. 


/\ 


A 


tv ARTK 


SIGN CO, LIMA, 


RETAIL 


country 


defense 


few newspapers in this country 


develop their entire 


SALES AREA 


as intensively as we do 


is concentrated 


the leading newspaper in its territory 


In this. the eighth largest metropolitan area in the 
the 
contracts for Northern California. 


bulk 


vast 


many of the Army. Navy and Coast Guard bases from 
which flow large monthly payrolls. in addition to their 
huge daily supply purchases. 


Advertisers interested in sales here must think in 
terms of the whole retail sales area which naturally ex- 
tends far beyond the limits of a single municipal entity. 


San Francisco 
EXAMINER 


for more than 50 years 


of national 
as well 
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Financial Admen 
to Convene in 
Cleveland, Sept. 8 


Cleveland, Sept. 4.—When the 
Financial Advertisers Association 
convenes at Hotel Statler here Sept. 
8 for its twenty-sixth annual con- 
vention it will continue the early 


morning series of lectures of past} 


conventions with Dr. Henry Miller 
Busch, head of the division of so- 
cial sciences in Cleveland College of 
Western Reserve University, in 
charge. The general subject will 
be “Our World, Our Opinions, and 
How They Got That Way.” The 


BUSINESS PAPER ADVERTISERS | 


Where—When—How Much 
Your Competitors Advertised 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N. Y. 


convention will end Sept. 11. 

Emmett F. Connely, Detroit, pres- 
ident of the Investment Bankers 
Association, will give the opening | 
address Sept. 8. His subject will 
be “Public Relations.” Other speak- 
ers will be Guy Emerson, Bankers 
Trust Company, New York, and 
Homer McKee, Blackett-Sample- 
Hummert, Chicago. 

Principal forum guest Sept. 10 
will be E. A. Pierce, senior partner 
of Merrill Lynch, Pierce, Fenner & 
Beane. The open forum discussion 
subject for Sept. 11 will be “Defense 
Bonds and Their Relationship to the 
Security Business.” A _ session on 
advertising and public relations will 
be held Tuesday morning. 


Starts Ad Course 


The Advertising Club of New 
York has announced that its annual 
advertising and selling course will 
begin Oct. 14 in the auditorium of 
the Engineering Societies bldg., 29 
W. 39th street. Herbert L. Stephen, 
news editor of Printers’ Ink, is 
chairman of the course. 


The Chicago Station 
Most People listen to Most 


* 


Because it carries MORE of the MOST POPULAR 


PROGRAMS on the air 


Chicago station. 


It's the station with 


than does any other 


the programs that gets 


the listeners — so follow the leaders and place 


your campaign on the 50,000 watt Chicago key 


station of the famous NBC Red Network. 


- 


WMA 


SUPERIOR 8300 
Represented Nationally by the NBC Spot Offices in 


NEW YORK BOSTON 


DENVER 


CHICAGO 
SAN FRANCISCO 


WASHINGTON 
HOLLYWOOD 


CLEVELAND 


Se 


ES 


Getting Personal 


Lt. Barry Bingham, peace-time publisher of the Louisville Courier- 
Journal, no sooner got settled in his job in the radio section of the 
Navy’s public relations department than he was assigned to Mayor La- 
Guardia’s Office of Civilian Defense. With Russell Davenport, the ex- 
Fortune editor and Willkie aide, and Capt. Robt. Kintner, the column- 
ist now in the Army, Lt. Bingham forms the nucleus of a “facts and 
figures” bureau being organized by OCD... 

James L. Cunningham, Ziff-Davis Publishing Co., is showing more 
and more interest in the little theater movement. His engagement 
has just been announced to Ellanita Geier, graduate of the American 
Academy of Dramatic Art and the School of Radio Technique. She 
has appeared in stock and on radio networks. . . 


PRELUDE TO GRIM DUEL ON DIAMOND 


This revealing shot was taken just before the grim baseball battle between 

Hotel Nicollet and the Minneapolis BBDO office, which the Nicollet finally 

won in extra innings, 19 to 17. Neil R. Messick, left, pitched for the hotel of 

which he is manager, and Jack Cornelius (right), vice-president and Western 

manager of BBDO, did the honors for his boys. The other two fellows were 

the umps—Tom Hastings, city sales manager of Minneapolis Brewing Company, 
and Ben Ferriss, Minneapolis Civic and Commerce Association. 


Orie Wernecke, Northwest advertising rep. for Country Gentleman, 
is gradually encroaching on Eddie Cantor his third daughter 
arrived Aug. 20... Robert J. Walker, ad mgr. of Standard Accident 
Insurance Co., Detroit, is sporting a new lapel button, emblematic of 
membership in the company’s Ten-Year Club. . . 

The younger generation of advertising folk is hogging the St. Louis 
spotlight these days, what with Marjorie Tilton, daughter of An- 
heuser-Busch’s ad mgr. George Tilton, and Allan (Flash) Gordon, son 
of Mrs. Melville Gordon of F. C. Rauchenstein Co., both acting in 
“George Washington Slept Here,” which is putting them in the aisles 
at the Civic Theater. “Flash” does all right as a member of the cast 
of “The Land We Live In,” Union Electric program on KMOX, and 
is St. Louis’ youngest AFRA member. At eight he acted in a movie 
for Hamilton-Brown Shoe Company, and last year got $5 for writing 
advertising copy for the Hart Vance agency. . . 

Hazel Ludwig, director of market research, D'Arcy Advertising Com- 
pany, St. Louis, is vacationing in Chicago. . . Mary Jo Carr, also of 
D'Arcy, is vacationing at home. . . Harley Bergendahl, of the W. D. 
Carroll Advertising Company, Davenport, Ia., is on a honeymoon 
through the East and Canada with the former Eleanor Wilson, Rock 
Island, Ill. . . 

A wedding is the most important event on the calendar of William 
D. Fancher, of McCann-Erickson, who is engaged to Dorothy M. Devine 
of Yonkers. . . Tom Stewart, program director at W47NY, now has a 
well-balanced family. The 
father of a four-year-old son, 
Terry, he was recently presented 
with a daughter, Mary Ritch. . . 

Harry Schomaker of the Bran- 
ham Company, Chicago, has 
been released from Presbyterian 
hospital, Chicago, where he has 
been under observation during 
the summer months, and the re- 
port is he is much better. 
Will C. Grant, head of Grant 
Advertising, Inc., has bought 
himself a 14-room, 5-bath Geor- 
gian brick house in Winnetka, 
suburb north of Chicago. 

Charles Stuart Mill, advertis- 
ing production manager’ with 
Horton-Noyes Company, Provi- 
dence, was married recently to 
Jane Baggott Maguire, a Provi- 
dence teache1 William H. 
Murphy, of Murphy & Daly. 
Chicago advertising rep, has 
been appointed supervisor of the 


CELEBRATE 


George Lasker, WORL, Boston, and Gus 
Stephans, head of the Royal Crown 
Bottling Company, drink a toast to suc- 
small loans and bail bonds di- cess as they look over the bottling 


vision in the Illinois state de- 
partment of insurance by Gov 
Dwight H. Green. . 

E. B. Wolfe, v.p. and g.m., 
United Advertising Corporation, Newark, N. J., got in 18 holes of golf 
every day of his two-week vacation at Vergennes, Vt... V. Hamilton- 
Weir, g.m., WLEU, Erie, pres., Advertising Club of Erie, and radio 
chairman of the Erie chapter of the National Safety Council, has a 
new title: radio chairman of the Erie Community Chest drive 

Earl Bunting, president of O'Sullivan Rubber Company, which re- 
cently came back into the national advertising picture after a lengthy 
absence, has been appointed to the rubber defense advisory committee 
of the OPM. He bears the distinction of being the only member of 
the OPM who is solely concerned with heels and soles 

L. M. Shackelford, district manager of the White Castle System, has 
been unanimously and enthusiastically re-elected president of the New 
York Ad Club’s Golf Association. 


company's books and find an increase 
of more than 100 per cent in sales over 
last year. 


Advertising Aids 


Celebration of 


Newspaper Week 


Harrisburg, Pa., Sept. 4.—l) - 
creased interest and offers of colla) - 
oration by the advertising indust 
have led the committee in charve 
of National Newspaper Week, ©. : 
1-8, to include several new adv: 
tising features in its plans for t 
week’s celebration. 

New advertising promotional n 
terial has been made available | , 
the committee to answer attacks |, 
anti-newspaper' elements. Ch 
among these is the series of adv: 
tisements prepared by the Pac 
Advertising Association (report:d 
in ADVERTISING AGE Aug. 25) which 
tackles the job of defending adve:- 
|tising and educating consumers $s 
to advertising’s place in the Amcr- 
| ican way of life. These adverti: »- 
;ments were written by Don Beldi 
| Lord & Thomas’ Los Angeles ma )- 
_ager and president of the PAA. The 
newspaper committee has arranged 
|with the Southern California chap- 
| ter of the 4 A’s to make this ser es 
j}available for any newspaper, and 
|publishers and newspaper pron o- 
_tion men may obtain these mats by 
writing to the Pacific Advertising 
| Association, Title Guarantee bld 
'Los Angeles. One dollar should b¢ 
;enclosed for each advertisement 
ordered. 

The Advertising Federation of 
America, 330 W. 42nd street, New 
| York, is offering a free series of six 
articles entitled: “Consumers Should 
Know,” and 13 copy insertions on 
advertising. 

Backing Newspaper Week's ob- 
servance are such groups as _ the 
|newspaper representatives’ associa- 
|tions of New York, Chicago and 
San Francisco; local advertising 
clubs; the Newspaper Advertising 
Executives Association and the Na- 
tional Newspaper Promotion Asso- 
ciation. 


Admen View Discount; 
Oppose Elimination 

The Federation of Atlanta Adver- 
tising Agencies has gone on record 
as opposing the elimination of cash 
discounts to advertising agencies 
The federation points out that with 
increased costs it will be impos- 
sible for agencies to make a profit 
or even break even on some classes 
of business, particularly where less 
than the usual 15 per cent commis- 
sion is allowed. On these accounts 
both commission and discount are 
needed if agencies are to operate 
profitably. 

Organized early this year whe! 
Atlanta stations threatened to dis- 
continue agency discounts, the fed- 
eration waged a successful fight t 
have radio discounts retained 


Ethel K. Ehlen, formerly with the 
Washington Post; Mary Duffy, for- 
merly Chicago office manage: fo 
Tom Fizdale, Inc.; and W. Raymond 
King, recently publicity director 0! 
the University of Toledo, have bee! 
added to the staff of Theodore R 
Sills, Chicago public relations con- 
sultant. 
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was his creation of “three maga-| Booth to Aitkin-Kynett 

ae one” idea, adopted by | The Booth Bottling Company, 

McCall's several years ago. He alsO| pyijadelphia, has named Aitkin- 

developed the McCall Meal Planner, | K ynett Company, Philadelphia, to 

a menu and recipe service which | direct its advertising and merchan- 

enables food stores to coordinate | dising. 

their promotion with national ad- ——_—____—- 

vertising. He was among the first 

merchandising experts to emphasize — phon tyne s.¢c 
. . ~ . . ~ Le - . - < 79 7 > ‘ee * 

the role that supermarkets were | j.36 become a bonus outlet of the 

destined to play in the food field. National Broadcasting 
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| 


|eral standard of living was so high 
'that those who could afford to buy 
at all had an infinite number of 
choices. But in a time of emer- 
/gency much of that kind of effort 
is waste. We cannnot afford to 


5 gfe s 
Simplification of 
s - 
Lines Rates High 2. 
use up tiene, material and labor 
on Nelson Program | article if we can get along with 


| three or four varieties.” 


Parsons Leaves 
‘McCall's’ for 
Federal Agency 


New York, Sept. 3.—Don Par- 
sons, promotion director of McCall 
Corporation, has resigned to become 
vice-president of Federal Advertis- 
ing Agency, where he will direct 


Nelson declined to discuss 


. . Mr. 
Will Aid Defense But what major household goods are in 


Won't Hurt Competi- 
tion, He Says 


Washington, D. C., Sept. 2.—Now 
that Donald M. Nelson is the 
newly-appointed executive director 
of the newly-created Supply Priori- 
ties and Allocations Board, it may 
be expected that the government 
program to reduce the number of 
models, styles and colors of many 
household goods will gather full 
steam at last. 

Mr. Nelson, who was formerly 
executive vice-president of Sears, 
Roebuck & Co., was the chief advo- 
cate of the simplification program 
in his former role as purchasing 
director of the Office of Production 
Management. Because of a conflict 
of opinion between defense agen- 
cies, his ideas were not put into 
practice On a broad scale, but now 
that he is in the driver’s seat things 
should begin to happen. 

Mr. Nelson said as much in his 
first interview after assuming his 
now post. He reiterated his belief 
that the production of vital defense 
goods can be increased by at least 
one-fourth or perhaps one-third 
through reducing the varieties of 
civilian goods. 


Shouldn’t Harm Business 


He made it plain, however, that 
this program should cause no in- 
terference with advertising or com- 
petitive business. “There is a whole 
lot of difference between simplifica- 
tion and standardization. 
standardized bicycles and permitted 
only one kind to be made it 
would stifle competitive business, 
but if we simply eliminate the 
gadgets and cut down the number 
of kinds each manufacturer can 
make it will not end the competi- 
tion or sales.” He pointed out that 
if manufacturers are restricted to 
producing 13 kinds of radio sets, 
makers will still be making dif- 
ferent radios and competing to sell 
them, 

Mr. Nelson pointed out that busi- 
ness men in the past have devoted 
themselves to “the pleasant task of 
multiplying the varieties and as- 
sortments of things offered to the 
onsuming public. Competition for 
the favor of the public has largely 
taken the form of offering an end- 
ess number of fashions, styles, 
models, colors, shapes and brands.” 


Wasteful at Present 
This was “right and proper” in 
eaceful days, in his view, and 
symbolized the fact that our gen- 


@ ON JAN. 1, 1947 ST. LOUIS 
KWK WENT EXCLUSIVELY 
MUTUAL+ + ASK YOUR RAYMER 
REPRESENTATIVE TO SHOW 
OU EVIDENCE THAT KWK 


IA BETTER BUY THAN EVER. 


If we} 


line for simplification. Discussions 
have already been held, however, 
involving blankets, radios, refrig- 
erators and washing machines. 


L. A. Elects Holmquist 


Gordon J. Holmquist, Times- 
Mirror Printing Company, has been 
elected president of the Los An- 
geles Sales Managers Club. Other 
officers elected are Rowland A. 
Thomas, Grimes - Stassforth Sta- 
tionery Company, vice-president; 
Edward Mills, Van de Kamps Hol- 
land Dutch Bakery, vice-president; 
and Harrison E. Matthews, Wood- 
bury College, executive secretary- 
treasurer. 


Bridgewater Joins Ellis 

J. C. Bridgewater, copy director 
of H. W. Kastor & Sons, Chicago, 
has been appointed manager of the 
copy department in the Chicago 
office of Sherman K. Ellis & Co. 


marketing and 
merchandising 
activities. He is 
succeeded at Mc- 
Call by Arthur P. 
Hirose, market 
research director. 

As reported in 
ADVERTISING AGE 
last week, D. E. 
Robinson, for- 
merly vice-presi- 
dent and research 
chief of Federal, 
has switched to 
Pedlar & Ryan, 
replacing Frank Coutant, who has 
become vice-president and service 
director of Fact Finders Associates, 
research affiliate of Advertising Dis- 
tributors of America. 

During his nine-year service with 
McCall Corporation, Mr. Parsons 
was credited with a number of out- 
standing merchandising and pub- 
lishing achievements, chief of which 


Don Parsons 


Before joining McCall Corpora- 
tion, Mr. Parsons was associated 
with the sales direction of the Stan- 
ley vacuum bottle and Agfa Ansco 
Corporation. He also served with 
Curtis Publishing Company and 
McGraw-Hill Publishing Company. 

Mr. Hirose came to McCall's in 
|1934 after long service with the 
McGraw-Hill Publications. 
past president of the Market Re- 
search Council and a former officer 
of the American Marketing Associa- 
tion. In addition to taking over Mr. 
| Parson's duties, he will continue as 
research director for McCall Cor- 
poration. 


Buys “Gloves Directory” 


“Gloves—Sources of Supply,” an 
jannual directory published by 
Gloves, Gloversville, N. Y., has 
been sold to Haire Publishing Com- 
|pany, New York, which will con- 
,tinue its publication in the 
| format as heretofore. 


Company 


Red network Southeastern group. 


He is 


same 


WRITE for 
FREE Copy of 
MID-STATES 
LABEL DESIGN 
SEE-LEC-TOR 


No obligation. 


MID-STATES 
GUMMED PAPER CO. 


2515 S. Damen Ave., Chicago 


“SMOOTH 


Made super- smooth by new, 
exclusive coating processes. For 
high-quality printing. 


Companion to Trufect at lower 

cost. For use where quality re- 

mains o factor, but less exacting 
printed results demanded. 


Where economy counts in volume 
printing, this grade does a 
splendid job. 


AS 
STILL WATER” 


PRINTING PAPERS 


By using Seeedcoal* papers you give 
printed pieces a real chance to do a 
selling job. Leeedcoad is manufactured 
by new, exclusive coating processes 


defined. Serelcoal 
fine printing results 


CHICAGO-8 South Michigan Avenue 


which make the printing surfaces super- 
smooth — put snap and contrast into 
halftones... bring out vitality in colors 
... make type appear sharper and more 


But more! Zeeedcoal papers pro- 
vide all the beauty of costly printing 
papers at the price of ordinary paper. 
Advertisers who have been paying a 
premium price for superior printing 
results can now achieve important 


any, extra Cost. 
users praise the 
obtained. 


KIMBERLY-CLARK CORPORATION + NEENAH, WISCONSIN 


Established 1872 
NEW YORK~122 East 420d Street 


ing budget has limited you to not-so- 
good appearing catalogs, circulars and 
brochures, you now can step-up to 


Levelcoad quality paper at little, if 


Seeing is believing .. . Call 
your printer or paper merchant now 
for Levelcoat samples. Or write 
Kimberly-Clark for proofs of printed 
results. You'll agree, these new papers 
do most for the money! They are 
available through your paper mer- 
chant. If you prefer, inquire direct. 


LOS ANGELES—510 West Sixth Screet 


Providing all the beauty of costly printing papers at the price of ordinary paper! 


savings, without sacrificing quality, by 
specifying Levefroal papers. 
Also, in cases where a small print- 
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Bendix Appliance 
Sales Up 63%; 
OPACS Cut Looms 


South Bend, Ind., Sept. 
precedented demand for 
ucts and the looming 
material shortages are 
the report submitted by D. O. 
Scott, president of Bendix Home 
Appliances, Inc., covering operations 
for the six months ended June 30, 
1941. Bendix appliance sales rose 


3.—Un- 
its prod- 
threat of 
stressed in 


to $4,521,545 as compared with $2,- | 


778,717 for the 
months, and net earnings were 
$218,661, but the report warned that 
the company had been notified of 
OPACS'’ intention to curtail its 
production. However, the manage- 
ment gives its opinion that such 
curtailment will 


preceding six 


not prevent the 


Sell HOTELS 


THE HOTEL, MONTHLY 


Published by JOHN WILLY, Inc. CHICAGO 


company from operating profitably. 
It is planned to offset production 
curtailments with such defense or- 
ders as the company can handle. 

Unique features of the report are 
full-page illustrations of Bendix 
washers, the plant, and a map of 
Bendix distribution. Selling stock- 
|holders on their own products, a 
summary paragraph adds, “Have 
| you thought of installing a new 
Bendix Automatic Home Laundry in 
your home? By so doing you will 
be encouraging your friends and 
associates to do likewise....A 


positive force that enhances your | 
investment.” 
Time, Inc. 

Net earnings for the first six 


months of 1941 were $2,194,027 as | 
compared with 


same period last year. 


Bigelow-Sanford Carpet 


Net earnings for the six months | 


ending June 28 were $1,084,569. 
Sales increased to $18,019,719 as 
against $12,092,160 for the same pe- 
riod last year. 
| Armstrong Cork Company 

Net profit was $2,492,281 for the 
first six months of this year as com- 
pared to $2,653,787 in the corre- 
| sponding period of 1940. Domestic | 
lsales hit a new high, $37,481,591, 


$1,848,279 for the | 


compared to $27,503,878 for 
first six months of 1940. 


Household Finance 
Net earnings for the six months 


ending June 30 were $2,709,153, | 


compared with $3,037,844 for the 
similar period in 1940. 


International Nickel 


Earnings for the six months end- | 


ing June 30, 1941 were $17,315,607 
as against $18,060,293 for the first 
six months of 1940. 


Paraffine Companies 

Profits for the first six months of 
/1941 were $1,600,038 as against) 
| $1, 713,020 during the same period 
}in 1940. 


'Philco Corporation 

| Net income for the six months 

ended June 30 amounted to $919,- 

108 as against $519,394 in the first 
half of 1940. 


Bristol-Myers 
| Net income for six months ending 
_ June 30, 1941, was $1,305,458. 


| Jewel Tea Company 

Net earnings for the first six 
months of 1941 were $758,031. Net 
juweeg were $19,651,583. 
_Neisner Brothers, Inc. 

Net profit for the first six months 
of 1941 was $62,901. Net sales were 
$10,777,946 as compared with $9,- 


Ju Phots-Engraving 


IT'S QUALITY 


We make quality photo-engravings. 
Funny thing about our business. Years 
ago a camera or two, a few bottles of 
acid and assorted pieces of metal 
might have been called an engraving 
shop. But times have changed! Mod- 
ern, up-to-the-minute reproductive 
processes make more exacting de- 
mands upon the engraver. Regardless 


of the difficulties encountered with 


THAT 


is always 


every day 


Cady 
Sree ) 


COUNTS 


late copy — difficult copy — and the 


ever-present deadline—plate quality 


maintained at Wallace- 


Miller. You will find your proofs are 
exact reproductions of your copy... 


tone value for tone value. That's why 


more advertisers and ad- 


vertising agencies look to Wallace- 
Miller for quality photo-engravings. 


We are open day and night. 


WALLACGE-MILLER CO. 


FOUR SIXTY SIX WEST SUPERIOR STREET -s 


CHICAGO 


the |798, 153 for the same wiieie last | with a profit of $1,161,868 for 


| year. 


Charles E. Hires Co. 

Net profits for nine months end- 
ing June 30 were $420,404. For the | 
third quarter, ending June 30, the 
net profit was $492,739. 


Coca-Cola 

Net income for six months ending 
June 30 was $16,007,511, compared | 
| with $15,030,170 for the like period 
last year. 


Nehi 

Net income for six months ending 
June 30 was $491,361, compared 
| with $452,021 for 
in 1940, 


Packard Motor 

Net earnings for six months end- 
ing June 30 were $1,251,694, com- 
pared with a net loss of $102,366 for 
the first half of 1940. 


American Safety Razor 

Net profit for the first half of 1941 
was $90,808, compared with $212,447 
for the first half of 1940. 


Hudson Motor 

Earnings for six months ending 
June 30 were $243,051, compared 
with a net loss of $1,820,199 for the 
first half of last year. 


Maytag 
Net income for the first half of 
the year was $856,389, compared 


| 


year ago. 


Transcontinental & Western Air 
| Net loss for the first six months 
of 1941 was $756,166, compared with 
a net loss of $72,002 for the like 
period in 1940. 


National Dairy Products 

| First half earnings for 1941 were 
| $5,635,680, compared with $5,125,871 
for the first half of 1940. 


| Webster-Eisenlohr 


Net profit for six months ending 


‘June 30 was $3,944, compared with 


| indicated earnings of $27,399 for the | 
| first half of 1940. 


Columbia Broadcasting System | 
26 weeks ending | 


Net income for 
| June 28 was $2,418,087, compared 
‘with $2,493,719 for the like period 
a year ago. 


Abbott Laboratories 


|} were $1,018,304, 
| $1,001,402 for the 


compared with 


Socony-Vacuum 
Estimated net 


profit for 


| 000,000, compared with $22,000,000 
for the first half of 1940. 


United Aircraft 
Earnings for six months ending 
| June 30 were $5,583,350, compared 


| 
| 
| 


| with $6,228,106 for the comparable 


| Period in 1940. 
Crane Co. 


Net profit for the year ending | 


| June 30 was $6,907,457, compared 
| with $5,020,285 for the year pre- 


| ceding. 


Eastern Air Lines 


Net income for six months ending | 


June 30 was $768,662, compared 
with $733,926 for the like period a 
year ago. 


Koppers 

Earnings for the year ending June 
|30 were $4,690,805, compared with 
| $2,581,220 for the previous year. 


Van Raalte Co. 


June 30 was $429,725, compared 
| with $356,654 for the first half of 


1940. 
Standard Oil of Indiana 


Consolidated net earnings for the 


first half of 1941 were $21,763,134, 
;}compared with $20,497,222 for the 
‘first half of 1940. 
New York Central 

Net income for six months ending 
June 30 was $11,858,506, compared 
| with a net loss of $576,136 for the 
|like period a year ago. 
United Air Lines 
| Net loss for 12 months ending 
‘June 30 was $176,555, compared 


the same period | 


|with $499,100 for the 
‘months last year. 


with $698,465 for the like period a 


Earnings for the first half of 1941 | 


first half of 1940. 


six | 
months ending June 30 was $18,- | 


Net profit for six months ending | 


a 


previous year. 


Celanese Corp. 


Earnings for 12 months endin 
June 30 were $5,182,024. 


ga 


Western Union 


Earnings for 12 months en ng 
June 30 were $5,537,855, comps req 
with $3,123,127 for the year pre. 
| ceding. 


Gotham Silk Hosiery 

Net income for six months ena- 
ing June 30 was $52,208, comp: req 
with a net loss of $156,975 for the 
comparable period a year ago. 


Life Savers 

Net profit for six months enc ing 
June 30 was $464,393, comps: req 
first six 


Commercial Investment Trus: 
Combined net earnings for the 
first six months of 1941 \ere 
$9,163,703, compared with $7,298 (02 
for the first six months of 194 


Ramsey Adds Two 

The Illinois Commercial Men's 
Association, Chicago, and the M ch- 
igan Mushroom Company, N les, 
Mich., have named L. W. Ramsey 
Company, Chicago, to direct their 
advertising. 


“KSO broadeasts 
goods, but 
stokers.""—A. M. Nordtvedt, Mgr., Mont 
gomery Ward, Des Moines, 


sell not only volume 
also higher-priced items like 


Department stores buy 
radio time from figures. Not 
just coverage figures, but 
cash-register figures. 

So Montgomery Ward's 
FIFTH renewal of its daily 
quarter-hour on KSO, proves 
KSO’s ability to move mer- 
chandise at a profit, and adds 
another chapter to the Suc- 
cess Story of KSO and 
KRNT—Success in serving 
listeners AND advertisers 

Except for network affilia- 
tion, KSO and KRNT are 
near-twins. Both have 5000 
watts, day and night.* Both 
have strong trade-recognition. 
Both have fine records of 
sales accomplishment. 

With Iowa farm income at 
a new high .. . with defense 
activity increasing Des Moines 
payrolls 20% or more... !t§ 
well to have KSO and oF 
KRNT on the job to increase 
your sales to more than a mil- 
lion people in Iowa’s No. ! 
market—Des Moines an‘ 't5 
extensive trading area. 


*Effective October, 1941. 


KSO 
KRNT : 


mM = The Cowles 
Mm DES MO! 


NBC BLUE | 


Represented by The Katz Age"*’ 
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Uses ‘Hyesia’ Copy 
to Build Beauty 
Product Prestige 


St. Louis, Sept. 4.—Page space 
used by the W. G. Shelton Com- 
pany, supplier to the beauty indus- 
try, in the American Medical Asso- : 
ciation’s September Hygeia to urge | 
women readers to ask for Shelton! |) 
OMU Neutralizer when getting per- | \\ 
manent waves is being made the 
backbone of a campaign to the | ——— 
trade to use the product. Much is | 
being made of the prestige gained | 
for the Shelton item by being pro- 
moted in the AMA publication. The | 


BEAUTY PRESCRIPTION 


’ 


YOUR NEAT 
PRRMANENT Barve 
CaN BE AS Leven 


if vow ash your 
Beanty Oper ner 
Teelsom OMI Nentrbiver 


(“EVERY DATE'S 
A CLOSING DATE!” 


That's our pace —the RAILWway 
EXPRESS speed that speeds up 
speed! Perfect for deadline crises. 
Ideal for everyday shipments. Low, 


W. G. Shelton uses Hygeia to promote 
beauty preparation not sold to the pub- 
lic, but used only in beauty shops. 


product is not sold to the public 


sane iba and is available only to beauty 
For super-speed use AIR EXPRESS shops. 

3 miles a minute The Hygeia copy plays up a pho- 
RAILWA XPRESS tograph of a young woman with her 


hair beautifully waved accompa- 
nied by the one word “Exquisite!” 
The copy continues with “. .. Your 


AGENCY Inc. 


\ NATION. WiDe RAIL-AIR SERVICE y 


next permanent wave can be as 
lovely if you ask your beauty oper- 
ator to use Shelton OMU Neutral- 
izer.” 

Page copy in American Hair- 
dresser, Beauty Culture and Mod- 
ern Beauty Shop for September 
plays up the Hygeia advertisement. 
Particular attention is drawn to the 
line in the Hygeia space which 
says: “When you get your next 
permanent wave, ask your beauty 
operator to use” the Shelton prod- 
uct, with the suggestion that beauty 
parlors “tie in with this forceful 
promotion of Shelton OMU Neu- 
tralizer.” 

Root - Mandabach Advertising 
Agency, Chicago, handles the ad- 
vertising. 


Razor Co. Names Biser 


Arthur F. Biser, since 1919 Mid- 
west divisional sales manager of 
American Safety Razor Corporation 
with headquarters in Chicago, has 
been named sales manager of the 
Gem, Star and Ever-Ready divi- 
sions, with headquarters in Brook- 
lyn. 


Issues Grid Book 


Brown-Forman Distillers Cor- 
poration, Louisville, has issued a 
1941 football schedule booklet for 
distribution to the public. The 
booklet was produced by Sackett 
& Wilhelms, Long Island City, N. Y. 


£2 put COFFEE ON DISPLAY IN WINDOWS Use The: 
_ 


ow-Display Materials : 


PACKED 


for Lesting Freshness ead Econom 


—_— 


FAV O-TAINERS 


It isn't what you display but how you display it—that counts most—be it 
for windows or an advertising campaign presentation for dealer helps. The 
best way to center-stage this idea is to make it big enough so that every- 


one can see it. 


This you can do by using Atlas Jumbostats because they 


help focus attention on your product or your principal selling point. 


Many an agency man has helped cinch an account for the house by taking 
material furnished by the research department—blowing it up big and mak- 


ing one grand sales portfolio out of it. 


So help yourselves to lick your sales 


problems by preparing the right kind of sales presentation and do it in a 


big way by using Atlas Jumbostats. 


The Jumbostat sales portfolio appearing in this ad was made for Thomas 


M. Royal & Company, Manufacturers of paper bags, 


through their agency, Jim Duffy, Inc. 


ATLAS PHOTO COPY COMPANY 


Philadelphia, Pa., 


FIVE CHICAGO BRANCHES 


MAIN OFFICE: 520 N. MICHIGAN AVENUE 


CHICAGO, ILLINOIS 


House Publication 
Pushes Use of 
Farm Electricity 


Chicago, Sept. 4.—A rotogra\ ure 
house publication, called “Northern 


. 
Unit Set Up for 
5 s 
Electric Signs ogy cg Neg Bioorg 
stimulate further use of electr city 


Kansas City, Mo., Sept. 4.—An in-|on farms, is being distributed by 
novation in electrical advertising—j|the Public Service Company of 
the creation of a national selling| Northern Illinois and two asso. jate 
organization designed to coordinate|companies to farmers who jaye 
use of the medium on a national | electricity or have it available. The 
basis—reached fulfillment here last| first issue consists of 40,000 copies, 
week when Electrical Advertising,| The publication will be is:uedg 
Inc., mailed prospectuses to 850 na-|every two months, accordin, to 
tional advertisers and their agen-| present plans. 
cies, explaining details of the new| The page size is 11 x 15 inches 
set-up. and there are eight pages in the 

Electrical Advertising, Inc., will| first issue. Distribution of the >ub- 
act as national sales representative | lication is being made through the 
of sign designing, building and various branch Offices of the c op- 
maintenance companies throughout | erating companies in northern []lj- 
the country, and advertisers inter- | "01S. 
ested in the medium will be re-| Although a great deal of the 
quired to sign only one order and editorial content is devoted to pho- 
deal with only one organization, no|tographs of electric equipmen: in 
matter how many locations they|@ction on farms or being den on- 
may desire to use. Standard com-|Strated, attention also is pai‘ to 
missions will be made available to|°ther farm activities and to inter- 


dvertisers under the set-up. esting northern [Illinois scenes, 
SSver waste » Less than 25 per cent of the space 
Covers 45 States 


is devoted to type matter and the 

Already included in the set-up | back page is devoted to adver‘ising 
are sign companies covering 88|COpy promoting the use of adequate 
principal cities in 45 states and the light for children who are studying 
District of Columbia, and others will |at home now that school has started. 
be added from time to time if the ————— 


plan proves successful. Head of Reverts to Old Name 


National Selling 


‘that name in Kansas City, and 
| offices of the organization have been 
‘opened at 3126 Main street here. 
Charles B. Burkhart is vice-presi- 
'dent in charge of national produc- 


|of sales promotion. 
|set up definite requirements as to 
| . . 
| workmanship, service, etc., and also 


‘tions available or under lease be 


supplied to the sales organization.. “ECQNOMY IN MARKET 
RESEARCH” —a 21 page book. 


|der may be gauged from this state- 
/ment in its prospectus: e 


| 
| ket data and assume complete finan- 


Electrical Advertising, Inc., is How- , 

: - ; The Milwaukee Sunday News- 
ard J. Stalcup, president of the Sentinel has resumed its old title 
electrical advertising company of | 5¢ Milwaukee Sentinel. 


tion and Don F. Feerer is manager 


Contracts entered into with the 
sign companies comprising the unit 


require that photographs of all loca- 


Allows Agency Commission 


The scope of the service which 
Electrical Advertising hopes to ren- | let—is yours for the asking. 


“We provide the creative design, R & S complete facilities and 
sales representation, sales and mar- long experience ow =e 
cies, publishers and market- 
ing analysts requiring de- 
pendable research tabulating. 


|cial responsibility. When the sale 
is made, actual production and 
maintenance are subcontracted to 
|logically located EAI approved 
plants which perform under bond 
— in accordance with EAI speci- 
fications and inspection. EAI allows 
| agency commission comparable to 
| that in other media.’ 


RECORDING & STATISTICAL CORP. 
102 Maiden Lane. New York N, Y. 


BOSTON CHICAGO 


MONTREAL TORONTO 


‘ANNUAL _ 


NATIONAL HOTEL 
EXPOSITION 


November 10-14, 1941 
_GNe CENTRAL PALACE « NEW YORK 
following the annual convention of the 


assailed HOTEL ASSOCIATION 
—_— 6TH TO 9TH, sit =" a Jani 


Sep 
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More Complete | 


War Economy Seen <°332( 2 secon. 9 


in SPAB Set-Up 


"Less Essential Indus- 


try" Given One More. 


Push Into Background 


Washington, D. C., Sept. 3.—An- 
other step toward the creation of a 
complete war economy has_ been 
taken here in connection with the 


reorganization of the defense setup | 


and the establishment of a new ad- 
dition to the array of alphabetical 
agencies—Supply Priorities and Al- 
locations Board — which was 
promptly dubbed SPAB. 

SPAB is the long-rumored super- 
defense agency. It roughly parallels 
the War Industries Board of 1918, 
but without the single directing 


The seven-man board contains no 
;jnew names. Possibly the most sig- 
nificant development is the elevation 
to the post of executive secretary of 
Vice- 
is 
chairman of the agency, but Mr. 
Nelson is expected to be running 
things for all practical purposes, 
despite the fact that he was not 
designated as one of the seven mem- 
bers. 

In addition to his SPAB post, Mr. 
Nelson exchanged his purchasing 
duties within the Office of Produc- 
tion Management for the job for- 
merly held by E. R. Stettinius, Jr., 
as priorities director. Hence, Mr. 


Nelson is now in a position to both 
direct priority policy and carry} 
these policies into practice in his 


OPM role. 

Other SPAB members in addition 
to Chairman Wallace are OPM 
bosses William S. Knudsen and Sid- 


ney Hillman, price administrator 
Leon Henderson, lend-lease chief 
Harry Hopkins, Secretary of War 


head. It is the policy-making and |} 


dispute-settling group through 


which all-out defense efforts are to | 


be expedited. 

SPAB’s broad program includes 
the conservation of vital materials, 
controlling of inventories, conver- 
sion of non-defense plants to arma- 
ment production, and prevention of 
“scare buying.” 

“Must Forego Less Essential” 

That a complete war economy is 
not far away is demonstrated by the 
nitial announcement of the new 
agency. It stated that “every avail- 
ible man and machine must be em- 
ployed either on direct defense re- 
quirements or at work essential to 
the civilian economy,” and warned 
that “we must forego the less essen- 
tial.” 

The statement defined “less essen- 
tial industry” as including “those in- 
dustrial activities involving use of 
materials and production facilities 
which sap supplies and machinery 
‘esources necessary to a_ realistic 
ill-out defense program.” SPAB’s 
program calls for “cutting off the fat 
nd hardening the muscles.” 


Henry L. Stimson and Secretary of 
the Navy Frank Knox. 

One development in connection 
with the creation of the new agency 
was the transfer of responsibility 
over civilian allocations to OPM. 
Formerly, civilian supply had been 
a part of Mr. Henderson's Office of 
Price Administration and Civilian 
Supply. Hence, OPACS has become 
OPA. Mr. Henderson himself, how- 
ever, retains control over both prices 
and civilian supply. In addition to 
continuing as price administrator, he 
is now director of the OPM civilian 
allocations division. 


Elliott Remains at OPA 


Harriet Elliott remains as associ- 
ate administrator to Mr. Henderson 
at what is now OPA. The consumer 
division remains tied to the price 
agency, despite the shifting of 
civilian supply responsibilities to 
OPM. 

Although criticized from a num- 
ber of angles, the new board and the 
reshuffling of personnel that accom- 
panies its creations were generally 
accepted as an improvement. No 
more inter-agency conflicts such as 
developed between OPM and 
OPACS, particularly over automo- 


joins MUTUAL Oct. Ist 
ones Mutual / 


— For Example: — 


WCAE gives MUTUAL 


@ The largest and most loyal following of 
listeners in Pittsburgh. 

@ Center position—1250 on the dial—in the 
Pittsburgh band. 


@ A powerful voice in the booming Pittsburgh 
market of 4 million people. 


MUTUAL gives WCAE 


@ A brand new program interest—new shows, 


new stars, new network features. 


@ Flexibility in arranging good radio times for 
non-network advertisers. 


@ A new pattern of merchandising service avail- 
able to every advertiser. 


And that’s only part of the story. For complete infor- 
mation as to time and program availabilities consult— 


The KATZ Agency * National Representatives 
500 Fifth Avenue 


AWCA 


New York, N. Y. 


PITTSBURGH, PA. 
5000 Watts - 1250 K.C. 


bile production quotas, are expected 
now that all parties concerned meet 
around one table as fellow members 
of a single planning board. 

Some business interests were par- 
ticularly pleased at Mr. Nelson’s 
promotion. As the only major de- 
fense executive who is essentially a 
merchandising man, he has ap- 
parently gained a higher standing 
with administration leaders than 
other defense executives whose 
business background is in the pro- 
duction field. 

Some criticism has been expressed 
on political grounds. It has been 
pointed out that the presence of 
Messrs. Wallace, Henderson, Hill- 
man and Hopkins give the New 
Dealers a clear majority. 


Distributes Rate List 


Waxelbaum Jewish Advertising 
| Service, New York, is now distrib- 
juting its 1941-42 rate and circula- 
| tion lists of Jewish and English- 
iJ @ewish publications. Advertisers 
‘and agencies may obtain copies by 
writing to 132 W. 43rd street, New 
York. 


Chester Geyer Advanced 
The Kittinger Furniture Com- 
pany, Buffalo, has named Chester 
M. Geyer, advertising manager, 
secretary of the company. He will 
continue to direct advertising 


‘12-Hour Delivery 


Speeds Greetings 
On Air Mail Cards 


Chicago, Sept. 4—Greeting cards 
by airmail is the latest relief offered 
to ever-forgetful consumers. Gart- 
ner & Bender, Inc., working in co- 
operation with the U. S. Postoffice 
Department and American Airlines, 
has developed an Airline Birthday 
Greetings card, to be merchandised 
under the slogan “12 hours to any 
point in the country.” 

Complete distribution of the cards 
has been achieved and they may be 
found on large greeting cards dis- 
tributors’ counters. Greatest boon 
accruing from the new card is, of 
course, that the consumer is permit- 
ted to languish in forgetfulness un- 
til the last minute before he hastily 
rushes to the counter and dispatches 
his thoughtful greetings on wings of 
loving remembrance. Special air 
mail envelopes go with the card. 

Salem N. Baskin, Chicago, is the 
agency. 


Quits Harvey-Whipple 
George H. Bork, 
and director of 
Inc., oil burner manufacturer of 
Springfield, Mass., has resigned 
after 16 years with the company. 


vice-president 
Harvey-Whipple, 


Leather Firms Spent 
0.2°/, on Advertising 

Fifteen leather manufacturing 
concerns whose financial reports 
were analyzed by the Federal Trade 
Commission in its project to collect 
operating statistics for leading cor- 
porations in major industries spent 
0.2 per cent per sales dollar for 
advertising in 1939. 

The FTC report disclosed that 
items listed as “expenses” for these 
companies represented 7.1 per cent 
of total sales. The average net 
profit from manufacturers § and 
trading was 4.8 cents per dollar. 


Add Two to NAAN 

The National Advertising Agency 
Network has appointed Sidney Gar- 
finkel Advertising Agency as _ its 
San Francisco member and Lee 
Ringer as its Los Angeles member. 


aA was a 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today’s 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 


DEA.8S5S7 + HEM.22il. 


PAPER THAT IS HIGHLY OPAQUE 
BUT LIGHT IN WEIGHT AND LOW IN BUL 


NOW YOU CAN turn out pieces that click in spite of a limited budget. 


Print them on Hammermill Opaque. 


This paper is 


low in bulk, light in 


weight ... cuts postage costs to the bone. But it has the opacity of much 
heavier stock, so you can print both sides of the sheet without “show 


through.” 


SEND FOR THE NEW collection of commercial 


Opaque . 


jobs on Hammermill 
. . 4-page letterheads, envelope enclosures, a parts book and a 


catalog. Pieces that travel light, but pull a lot of weight. Use them as 


idea generators in planning printed mater 
bulk is important. 


ial where light weight and low 


SEE FOR YOURSELF the fine reproduction advertisers get on Hammermill 
Opaque, both by letterpress and offset: clean, readable type . . . sparkling 


color work .. 


. rich, life-like halftones. 


tion” mail the coupon today. 


Name 


Position 


For this free “Opaque Collec- 


AA-9-5 


Hammermill Paper Co., 
Erie, Pa. 


Please send me, free, the new coilection 
of Commercial Specimens on Hammermill 
Opaque. 


(Attach to 
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Gorse Clifford 
of ‘National 


Provisioner, Dies 


Chicago, Sept. 2—-George Clifford, 
circulation and promotion manager 
of the National Provisioner, meat 
packing publication, died Aug. 30, at 
the age of 52. 

Mr. Clifford was widely known in 
publishing circles, having started 
his career many years ago with the 
City News Bureau of Chicago. For 
a number of years he was connected 
with the Quigley Publishing Com- 


pany, Chicago and New York, and | 


he spent several years in the public 
relations department of Swift & Co., 
Chicago, where he also was editor 
of the “Swift Merchandiser,’ com- 
pany publication. 

In his services with National Pro- 
visioner he worked on editorial and 
promotion activities and since 1939 
he has been in charge of circulation 
and promotion. 


STEPHEN HENRY HORGAN 
Orange, N. J., Sept. 


1—Stephen | 
Henry Horgan, 87, inventor of the | 
halftone engraving process 60 years | 


ADVERTISING 


ago, died here Aug. 30. He also was 
'the author of several books on en- 


graving. 


Learning photography from a 
Methodist clergyman when 16 years 


old, he got a job as photographer on | 


the old New York Daily Graphic in 
11874. He became superintendent of 
ithe process department and then, on 
March 4, 1880, made photo-engrav- 
ing history by making the first half- 
tone cut ever published in a daily 
newspaper. 

James Gordon Bennett is reputed 
to have fired Mr. Horgan as art di- 
rector of the New York Herald be- 
cause he said he could make half- 
for use on the fast newspaper 
|web press. He made good on his 
‘claim Jan. 21, 1897, but it was the 
| New York Tribune in which the 
| feat was accomplished. 
| 


tones 


'LOUIS M. ARBOGAST 

Chicago, Sept. 3—Funeral serv- 
ices were held here today for Louis 
|M. Arbogast, sales manager for the 
| Eastern division of the Pabst Brew- 
‘ing Company, who died Sept. 1 at 
Evanston, Ill. He was 52 years old. 


KENYON M. DOUGLAS 
Oklahoma City, Sept. 1—Kenyon 

M. Douglas, 31, former manager of 

|/KTOK here and a director of the 


EVENING ‘COURSES IN MARKETING | Oklahoma Network, died last week 


PRINCIPLES OF MARKETING 
PROBLEMS IN MARKETING 
SALES AND MARKET ANALYSIS 
RETAIL STORE MANAGEMENT 
SALESMANSHIP 
ADVERTISING PROCEDURE 


Classes Start September 16 


Instructors are business executives. 


CENTRAL YMCA COLLEGE 


1 SOUTH LASALLE + CHICAGO + CENTRAL 6787 


lat the home of his parents in Aus- 
/tin, Tex. He was on the managerial 
staff of WBAP at Fort Worth until 
|coming here in 1938. 


“CHARLES K. KAUFMAN 

New York, Sept. 2—Charles K. 
Kaufman, formerly production man- 
ager of Arthur Rosenberg Company, 
died here last weekend at the age 
|of 55 after a six-month illness. Mr. 


Kaufman who had been associated | 
‘with the agency for more than 20 | 
| years, entered the advertising field | 
|after working for E. I. duPont de 
| Nemours & Co. in Wilmington, Del. 


ROBERT A. WALLACE 

| New York, Sept. 2—Robert Alex- 
ander Wallace, a member of the ad- 
|vertising staff of the New York 
|Telephone Company, died here last | 
week after a short illness. He was) 
48 years old. 

Born and educated in Sydney, 
Australia, Mr. Wallace came to this 
country in 1916 and was employed 
as a copywriter by various agencies, 
including Gardner Advertising 
Company, St. Louis; Lord & Thomas, 
Chicago; and Campbell-Ewald Com- 
| pany, Detroit; in addition to General 
‘Motors Export Company, New 
York. He joined the New York 
Telephone Company in 1930. 


EDWARD B. McCLELLAND 
Portland, Ore., Sept. 1—Edward 
|B. McClelland, 48, assistant sales 
|manager of the General Electric air 
|conditioning and commercial refrig- 
‘eration department, died here sud- 
denly Aug. 23 after two months in a 
‘local hospital following a heart at- 
|tack which he suffered while on a 
business trip. After serving with the 
U. S. Marines in the 
War, Mr. McClelland joined the 
| Pictorial Review Company, later go- 
ing into the electric appliance field. 


|Support specialized advertising, sales, | po, 3457, ADVERTISING AGE, Chgo 


|} you need, 


first World | 


|/He joined General Electric in 1932. | 


GUY B. WHITE 

Dallas, Sept. 2—Guy B. White, 
advertising salesman for the Dallas 
Morning News, died at his home fol- 
lowing an extended illness. 
joined The News in 1920. 


THE Shortest DISTANCE BETWEEN TWO POINTS 


TYPOGRAPHY 


ENGRAVING 


PRINTING 


... FAITHORN is the only 
concern in Chicago offering 


this COMPLETE SERVICE 


IS A STRAIGHT LINE 


of 


of 


FAITHORN 


WE NON-STOP 


pita oo. 
Tass 


——————— ew 


FINISH 


TIME. . He whe gains Time, gains ever re 


the lovesick swain the longest way 
‘round may be the shortest way home. 


But to the advertiser who gets places 
ahead of competition, the longest way 
‘round is nothing but a pain in the neck 
...Which is one reason for the popularity 


Faithorn non-stop, non-detour service 


—the shortest distance between the birth 


a good idea and the completion of a 


perfect job... If lost time and motion in 
the production of advertising have no 
place in your scheme of things; if skilled 
handling of every detail, accelerated 
and reduced in cost by complete con- 
centration under one roof, appeals to 
you, you'll like Faithorn service... Just 
travel one job over this smooth, direct 
route and judge advantages by results. 


Faithorn service and prices must also 


be reasonable; or we wouldn't be hand- 
ling so many important accounts. 


Always the Finest at Faithorn 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all —just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


—or inversely, lost time is total loss. The road that detours here and detours 
there may finally bring you to your destination, but at what cost! 
Why be so lavish of time when it is the one thing about which you should be 


most solicitous? Why have your printing continually detoured—one place for 
engravings, another for typesetting, and still somewhere else for presswork? 

When you put selling vehicles on the straight, smooth, fast production 
route—Faithorn 3-in-l—you avoid all detours and wayside stops. Your jobs 
steam merrily along; arrive on time—clean, handsome, fit. 

Faithorn Ad-Setting, Engraving and Printing Departments operate DAY 
AND NIGHT. These added hours at your disposal should prove valuable to 
you — tremendously so on jobs which cannot be delayed even one hour 
without risking a heavy loss in dollars for your concern. Try us! 


FAITHORN CORPORATION 


AD-SETTING * ENGRAVING ¢ PRINTING ¢ 504 SHERMAN ST., CHICAGO « WAB. 7820 


He | 


The 
“Help 
‘Representatives 


this department are 
“Positions 


rates for 
Wanted,” 
Available,” cents 


cash with order. 


All other classifications (single insertion rates): 4 


Wanted,” 


Cldvé 
Market Place 


_TC CTE ee 


as follows: 
“Kepresentatives Wanted,” id 
a line, minimum charge $1 Te 


in., $2.75; 1 to 3 


$4.75 per inch. 
POSITIONS WANTED see HELP WANTED 
AUNVEK'TISING HELP? Expert writer INDUSTRIAL ADVERTISING Miy 


all types sales promotion. Pay only | Wanted by leading Eastern indus! ia! 
when you need help. Consultation | agency. As account executive. i- 
free, soned, all-around industrial adver is. 
Box 3465, ADVERTISING AGE, Chgo.| ing man of exceptional ability. ) ust 
NEED HELP?  }”»©— be unusually capable copy writer nd 

I’m a versatile lass idea-producer. Under 40, Perma: ent 
Who can “double in brass,” position. Unusual opportunity to le- 
AS a secretary and copywriter. velop into important factor. Our m- 
Production, I know; — e+ ag know about this advert se. 

vs nike dmtass 2 > ment. 
s oan take Sotatl in tow. Box 3456 ADVERTISING AGE, Ny 


To accomplish results, I'm a fighter! 


Box 3464, ADVERTISING AGE, N. Y. 


remSONAL to Smaller Manufacturers i 
If you are head of a successful busi-|, 
ness operation not large enough to|°* 


public relations and publicity depart- 


PRODUCTION MANAGER ~ 


St. Louis advertising agency has o)en- 


ng for man to supervise and direct 
ill production and traffic. Give ex- 
verience, references, salary expected 


ments and personnel, a man now vice- 
president of a 4-A agency has what 
Meeting a variety of prob- 
lems for smaller businesses has given | ‘ 
him broad, yet practical versatility. 
Self-made, a Phi Beta Kappa, he is 
known for rolling up his sleeves, tying | ‘ 


A well 


Creative, Versatile Artist or 
Small Art Studio 
recognized and accompli 


‘hicagzo photographic illustration 


studio desires to have associated itt 
them in the same quarters one or (wi 


irtists with creative layout ability 


up all loose ends on whatever needs| and able to handle lettering, some re 
to be done. You would guess his age} touching and finished art. We ish 
at 36, but he has been through the| to make a working and profit sh ng 
mill longer Now employed as vice-| @asreement in whit h you will not los: 
president of a well-established | your identity. While we have n 
agency, he seeks an opportunity to|4rt business for the right man or 
concentrate upon one organization, A| men NOW, he should bring with hir 
real “find” for somebody especially | enough of his own business t be 
during the adjustment days ahead,| more than partially self-supporting 
Salary requirements are moderate and We have a large, new ly decorates 


he prefers a smaller city 


private art studio office with unus 


sox 3463, ADVERTISING AGE, Chgo. | 00d north and east light and it i 
 PUBLICITY-PUBLIC RELATIONS | $10", Sccommodate four to ive me 
| Now employed with national organi-| +t business. co “i more of 
Zation in NYC but seeking more lo. yusiNess With the right artist is 


diverse connection with large advertis- 


ing, publicity or industrial firm. Ex- | 
cellent experience in 

radio, syndicates, news, photos and 
|} magazine features, Wide press con- 
tacts. Graduate Columbia Journalism 

Awe 30, draft exempt, married, Prot- | 
} estant, | 
Box 3462, ADVERTISING AGE, N. Y 

| Advertising Salesman — experie: ed, 


proven producer on leading general 


| and trade publications; close contacts 
| With important Eastern advertisers 
jand agencies; A-1 references; draw- 
j; ing account; New York headquarters. 
| Box 3461, ADVERTISING AGE, N. Y. 
| Sales Promotion Man wishes to im- 
| prove position. Have represented 
| million dollar per year national ad- 
vertiser as territorial representative 
in Southeast also Middlewest during 
last four years Age 28, family. 


Box 3455, ADVERTISING AGE, Cheo 
Experienced advertising agency indi- 
vidual Expert correspondent, typist 
general knowledge office routine. Be- 
yond draft age Highest 

Tulsa, Okla. 


a Tough Sales Job Wanted 
Top-flight sales and adv. executive 
available account war conditions. Fine 


references, 
PrP. O tox 823, . 


sociated with us. Replies will be held 
in strict confidence Please express 
your interest in writing to us at 


speech-writing, | Box 3459, ADVERTISING AGE, Chgo 


Satesmen Wanted 
Advertising salesmen 
space in magazines, ete 
space-distribution contracts on adver 


tising book matches for Nationally 
known book match manufacturer, it 
spare time, Factory cooperatior 
quality product, good service, m 
petitive prices, plus genuine value « 
book match advertising as publicity 
and result-getting medium, your as 


surance of Unusually fine 
side-line opportunity for men contact- 


Success, 


ing national accounts or local ae- 
counts advertising on a large scale 
5% commission on space deals; half 
advanced upon receipt of order from 
well-rated accounts. Write for details 
today, and tell us about yourself 


Box 3420, ADVERTISING AGE, Chgeo 
Chicago business paper has opening 
for first class editorial man—or 
woman — preferably with newspaper 
background. 

Box 4466, ADVERTISING AGE, Chgo 


__KEPRESENTATIVE AVAILABLE 


Can provide etticient Mid-West selling 


| 
a pees national mfrs. East otk. na “Wiles scene se 
i Mid- est. 6 yrs. sales 0 ms ." ane , 7 oahees Nyro “i ’ 
ikency acct txed, “R'sNuegede 3T%| Hox 345s, ADVEICHSING AGE, Che 
| Box 3432, ADVERTISING AGE, Chgo. MISCELLANEOUS _ = 
re 99-7 —~~ ee WORLD FAMOUS FIRMS USE 
ion HELP WANTED Bairdset ads for 30 years It Pays 
py: oe guneataeeaa —|Day and night service, clean proofs 
| WANTED: Paes Aa %, 
. fast, quality production, save your 
| For yromi —, Executive time. Ads pull 25% better. 
r prominent Midwest brewery. Ex- BAIRD, adsetters, 18 E. Kinzie 
| Perienced in brewery, soft drink, or WHI, 4347 Cheo. 
packaged foods sales direction, mer- |————— _—— _ —— 
ae and promotion Previous HOUSE ORGANS | 
srewery experience not essential, Able [o_o aeamennenia =e 
rue 4 : ; al. ADI Mr. Sales Mana : 
a — tough problems and handle| Let me show you how ry ® your 
es iat Be Rat first letter: ex-| salesmen produce more through 
int ne e, Salary expected, references, | personalized house-organ. You serv 
Mee by a = a hicago, New York,|as editor. I do the work. Write fo 
rot _ » early October. Our execu-|free samples. Edward Edelstein, 20 
Rox 2440” of this ad. — N. Wells St., Chicago, Illinois. Dear- 
x $460, ADVERTISING AGE, Cheo. born 8557. ; 
2 Agencies Accept M i for Graef 
| - . agazines tor \srae 
FTC Stipulations | The fall schedule of Jean R 


| Cole & Co., Memphis, has signed | 
_a Federal Trade Commission stipu- | 
lation by which it agrees to cease | 
disseminating advertisements pre- 
pared for Nix Cosmetics Company, 
Memphis, which claim that Nix 
bleach cream “affects the skin in a 
new way.” Cole also promised not 
to represent in copy that girls are 
|““wanted,” or otherwise inferring 
that Nix has jobs to fill. : 

Thomas Patrick, 
has also stipulated 
alter radio copy 
Colonial 


with FTC to 
prepared for 
Company, St. 
Louis. Patrick operates Station 
KWK, but served Colonial in the 
capacity of an agency in connection 
with material broadcast over its 
station. Patrick agreed not to rep- 
resent that Colonial bread 
fattening or is necessary in a reduc- 
ing diet. 


Baking 


Begins Vitamin Show 


The Sunway Fruit Products Com- | 


pany, through Schwimmer & Scott, 
Chicago, has contracted for 15-min- 
ute programs, three times weekly 
from 6:45 a. m. to 7 over station 
WLW, Cincinnati, and five minutes, 
six times weekly, over § station 
WJJD, Chicago 


Inc., St. Louis, | 


is non-| 


Graef, Inc., New York, for Girard- 
Perregaux watches, will be sub- 
stantially increased over last years 
with insertions in Aero Digest, Es- 
| quire, Life, Mademoiselle, Nationa 
Geographic, The New Yorker, Popt- 
lar Photography and Time. A. W 
Lewin Company, Newark 
agency. 


the 


LECTURES” 
RAPID COPY SERVIC 


e 123 N. Wacker Drive 


@ 415 Lexington Ave. . 
@ Ninth-Chester Bidg 
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Sparton Plan 
Depends on Its 
Dealer Promotion 


Company Swerves from 
Usual 50-50 Plan and 
Gives Sales Aids 


Jackson, Mich., Sept. 4—A mate- | 


rially increased advertising pro- 
gram will be launched by Sparks- 
Withington Company, manufacturer 
of Sparton radios, Sparton horns 
and other automotive products, in 
support of the Sparton cooperative | 
merchandising plan inaugurated in 
1939. 

rhe campaign opens with a spread 


in the Sept. 15 issue of Life and will 


be followed with other large-space 
units on a monthly basis, contingent 
upon ability to get manufacturing 
materials and other factors beyond 
the company’s control. 

In 
half-pages in Life consistently, list- 
ing all dealers in cities of 100,000 
population and over in each adver- 
tisement. 
in Life dealers im cities of 50,000 
population and over will be listed. 


Expect Dealer Promotion 


Besides publicizing dealers na- 
tionally, Sparton will continue its 
broad policy of supplying dealers 
with a practical assortment of point- 
of-sale promotional material without 
charge, such as background floor 
displays, literature, window trims, 
mat and cut service, in contrast with 
the general policy in the industry 
which in most cases is a 50-50 eco- 
operative arrangement with dealers. 

In this connection, Fred Sterritt, 
advertising manager, says: 
has reason to expect the dealer to 
do an adequate amount of local ad- 
vertising in newspapers, spot radio 


Baltimore. | 
ince 1922 


Columbia Basic 
nce 1 927 ye 


| : ;' 
,and other media as a fair 


|himself. So far, 


1939 and 1940 Sparton used | 


In the September spread | 


“Sparton | 


division | 
of the advertising responsibility and | 
expense between the factory and 
the amount of such | 
local advertising paid for by the 
dealer has greatly exceeded our ex- | 
pectations and with our expanded | 
national advertising for the fall, we 
feel that there will be a proportion- 
ate increase in dealer advertising 
and display.” 

The Sparton fall program will be 
aggressively merchandised through 
the use of large space in leading 
trade publications, supplemented by 
direct mail. 

Uses Easel Presentation 


An interesting sales tool devel- 
oped for the use of field men is an 
jeasel portfolio presentation built 
|around the theme, “How Sparton is 
Putting Profit Back into Radio Re- 
|tailing.” Instead of being the usual 
ballyhoo of the manufacturer’s prod- 
uct and plans, the Sparton presen- 
tation is a colorful, dramatic and, 
fast-moving outline of what is 
wrong with radio from the dealer’s 
standpoint and what the Sparton 
cooperative merchandising plan does 
to correct it. 

According to the company, the 
outstanding success of the coopera- 
|tive merchandising plan, both from 
| the standpoint of dealer acceptance 
and sales volume, is responsible for 
| planning large increases in national 
|advertising and point-of-sale dealer 
helps. Strength of the plan lies in 
the fact that only one dealer is ap- 
|pointed in each city and town. In 
laddition, dealers are given quality 
merchandise at consumer prices 
that enable them to compete with 
national chains and discount houses 

That the company’s policies are on 
the right track is evident from the 
fact that last year Sparton showed 
a sales increase approximately 
twice that of the industry a 
whole, officials point out. 


92 Stations in 


Latin America 
on NBC Network 


| New York, Sept. 3.—Rapidly ex- 
tending its Pan American network, 
the National Broadcasting Company 
|has signed contracts with 92 sta- 
jtions in the 20 Latin American 
|countries, according to John F. 
| Royal, NBC vice-president in charge 
of international relations, who re- 
turned this week from a 20,000- 
|mile trip by plane through South 
America. The number of affiliates 
was previously 35. 

Mr. Royal described the Pan 
American network as “the largest 
single network yet developed by 
any major American broadcasting 
company.” The 92 affiliates will be 
able to pick up programs broadcast 
by the Red and Blue networks, Mr. 
Royal said, and American advertis- 
ers will be given the opportunity to 
sponsor programs for Latin Ameri- 
can consumers. Among advertisers 
who have used the facilities of the 
Pan American network are Stand- 
ard Oil Company of New Jersey, 
Texas Company, Sherwin-Williams 
Company and Kolynos Company. 


as 


Ford Truck, Parts and 


Service Go to Maxon 


Ford Motor 
ferred the advertising accounts of 
its trucks, parts and service and 
all by-products from McCann- 
Erickson to Maxon, Inc., effective 
immediately. McCann - Erickson, 
which took over these accounts 
from N. W. Ayer last fall, will re- 
tain the Ford new car and dealer 
accounts, while Maxon will con- 
tinue to handle the Mercury and 
Lincoln accounts which it acquired 
last fall. 

W. G. Eversman, who 
Detroit last week from the H. J 
Heinz Company, will be account ex- 
ecutive on the Ford truck account, 
it is understood. He was formerly 
director of advertising and promo- 
tion for Reo, and is widely known 
in the truck field 


Company has trans- 


came to 


Watson Joins McKim 


Hubert S. Watson has been 
pointed manager of the Vancouver 
office of A. McKim, Ltd., succeeding 
Alan Black who has been called to 
active service in the Royal Canadian 
| Naval Volunteer Reserve. 


ap- 


2 New Show for Tums; 
Helen Hayes Begins 
New Lipton Series 


York, Sept. 3.—Thomas J. 
Inc., will present Helen 
Hayes in a new program for Lip- 
ton’s teas beginning Oct. 5. The 
actress will be heard in a series of 
original scripts and adaptations Sun- 
day from 8:30 to 9 p.m. over 77 sta- 
tions of the Columbia Broadcasting 
System. Young & Rubicam is the 
agency. 


S 


New 
Lipton, 


New Tums Series 


Lewis-Howe Company will launch 
a new series starring Frank Fay in 
behalf of Tums, starting Oct. 23. 
Supporting the comedian will be 
Bob Hannon, tenor, the Continen- 
tals, quartet, and Harry Salter’s or- 
chestra, in addition to guest talent. 
“The Tums Show Starring Frank | 
Fay” will be aired Thursday from 
10:30 to 11 p.m. over 76 stations of | 
the Red network of the National | 
Broadcasting Company. Stack-Goble | 
Advertising Agency directs the} 
account. 


Five 


Another 
Sept. 19, 
show sponsored by International 
Cellucotton Products Company for 
Kleenex. Ginny Simms, the singer, 
will be heard Friday at 9:55 p.m. 
over 53 CBS stations. Lord & 
Thomas is the agency. 


Minutes for Kleenex 


new program, to 


“Cavalcade” Renewed 

E. I. duPont de Nemours & Co. 
has renewed for another year “Cav- 
aleade of America,” effective Sept. 
29. The institutional program is 
broadcast Monday from 7:30 to 8 
p.m. over 55 NBC-Red network sta- 
tions. Batten, Barton, Durstine & 
Osborn is the agency. 


B & W Continues Two 


Brown & Williamson Tobacco Cor- 
poration has renewed, effective Oct. 

“Wings of Destiny,” aired Friday 
from 10 to 10:30 p.m., and “Planta- 
,tion Party,” broadcast Wednesday 
from 8:30 to 9 p.m. Both programs 
are heard over the NBC-Red net- 
work, “Wings of Destiny” for Wings 
king-size cigarets over 82 stations, 
and “Plantation Party” for Bugler 
tobacco over 83 stations. Russel M. 
Seeds Company is the agency. 


Modern Food Renews 


Modern Food Process Company 
has renewed the half-hour spot at 
5 p.m. on 28 stations of the NBC- 
Blue network, effective Sept. 14. The 
Moylan Sisters are heard in the first 
quarter hour for Thrivo dog food 


and are followed by Olivio Santoro’s 
musical program for Philadelphia 
Scrapple. Clements Company di- 
rects the account. 

“First Nighter” Shifted 


Campana Sales Company will shift 
“First Nighter’” from its present 
spot, Tuesday from 8:30 to 8:55 
p.m., to Friday at 9:30 p.m. begin- 
ning Sept. 19. In behalf of Italian 
Balm, Dreskin, Coolies, D.D.D., and 
Old South toiletries, the program is 
aired over 53 CBS stations. 
Moore & Wallace is the 


Features Unique Tie-In 

Mace Advertising Agency, 
Station WHO, Des Moines, 
Monogram pictures collaborated in 
a unique promotional premiere for 
a moving picture and radio pro- 
gram in Marshalltown, Ia., last 
week. Since a Monogram picture 
and a WHO radio series have 
same title, “Saddle 
Roundup,” a double premiere 
staged in Marshalltown 
and the town bedecked itself 
pioneer trappings for a two-day 
celebration. The program is spon- 
sored by Consolidated Products 
Company, Danville, IIll., Mace 
client, and the moving picture will 
be taken for a tour of Iowa towns 
in a personal appearance junket by 
the radio program’s stars 


agency. 


Gets Underwear Account 


Dutchess Underwear Corporation, | 


New York, has 
B. Grady Company 
advertising agency 


appointed Robert 
New York, as 


| New 
| president 


bow 
is the five-minute musical 


Aubrey, | 


Peoria, | 
and | 


the | 
Mountain | 
was | 
theaters, | 
in | 


Biggest Drive for 
Klek Gets Going 
in Newspapers 


New York, 
| Palmoliv e-Peet 


Sept. 4—Colgate- 
Company's biggest 
‘newspaper campaign for Klek got 
under way today with a schedule 
calling for a series of 14 weekly in- 
sertions in Eastern, Midwestern and 
Pacific Coast markets, to be ex- 
tended later to Southern cities. The 
list is expected to total about 100 
papers. 

Each newspaper will receive a to- 
tal of 3,500 lines, comprising seven 
200-line and seven 300-line ads. Ted 
Bates, Inc., is the agency. 

Offering “new Klek” as a soap for 
fine fabrics as well as dishwashing, 
the campaign places special empha- 
sis On an economy appeal, “It saves 
you 33 cents out of every $1 you 
spend for other leading fine-fabric 
soaps,” copy asserts, adding that 
Klek “not harsh and irritating 
like strong bar or package laundry 
soaps.” 


IS 


Spector Names Leonard 


Leonard M. Leonard, copy 
Raymond Spector 
York, has been elected vice- 
of the agency. 


of 


chief 
Company, 


Philadelphia Publishers 


Name Eugene MacKinnon 

The Newspaper Publishers As- 
sociation of Philadelphia, whose 
membership comprises the daily 
newspapers of Philadelphia and 
Camden, has engaged Eugene Mac- 
Kinnon, for the past six years 
head of union labor relations work 
for the ANPA in Chicago, as man- 
ager of the association. 


Mr. MacKinnon has been a labor 
consultant for all of the larger 
newspapers in the United States 
and Canada in his capacity with 
ANPA. He was formerly a news- 
paper publisher in the Pacific 


Northwest. 


Dissolves Subsidiary 


The Tradepress Publishing Com- 
pany, Chicago, has dissolved its 
wholly - owned _ subsidiary, The 
Trade & Technical Papers, Inc., and 
will carry on with no change of 
management or policy. 


PHOTOGRAPHIC 


RETOUCHING 
2LE S\PERIOR 0800 


CARNAHAN - HANSON COMPANY 


/125 W. HUBBARD ST., CHICAGO 
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a ‘housewives’ magazine for housewives.” 


There's such a thing as speaking a person's language. 
Take a locomotive engineer and get gabbing about 
block signals. Boy, he’s all ears. Mention a new tuning 
gadget to a radio bug. He'll give you rapt attention. Just 
hint at a stunning style in the presence of a fashion 
hound — and you have center stage. It's the same way 
when you talk to food buying housewives who patronize 
self-service stores. Put the accent on menus and recipes 
— and you've got them lassoed. That's how The Family 
Circle, which goes to self-service store customers, has 
been able to get intense readership of editorial features 


and advertisements week after week. This magazine is 


And it really 


talks their language. It gives these folks the things they 


like most — food news in every shape and form. And it 


presents fiction, humor, movie reviews and personalities 


to make the picture complete. Unbiased research proves 


that editorial features and advertisements in this house- 


| 
| 


| 


wife-tuned magazine get amazingly high reader obser- 
vaton. This magazine reminds me of old N. B. Forrest's 


cavalry. It ‘‘gets thar fustest with the mostest."’ 
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U. §. Agency Puts 
Restrictions on 
Railway Signs 


Washington, D. C., Sept. 4.—The 
use of large signs on railroad struc- 
tures constructed over highways 
with the aid of federal funds has 
been frowned upon by the Federal 
Works Agency of the Public Roads 
Administration in a memorandum 
issued to the railroads recently. Al- 
though the railroads are thoroughly 
acclimated to government domina- 
tion this order already has had 
repercussions. 

“We see no particular objection 
to the display of a symbol or em- 
blem or the name of the railroad 


on railroad structures if the sign is| 


sufficiently small to serve for infor- 
mational purposes rather than for 
advertisement,” says the order 
signed by Thomas H. MacDonald, 
commissioner. “In most cases the 
identifying symbol of the railroad 


alone without lettering should be 
sufficient. 

“If the need for public informa- 
tion indicates that the symbol 


should be supported by supplemen- 
tary wording,” continues the order, 
“the lettering shall be of only such 
size as to convey the informational 
message since advertising as such 
is out of harmony with the objec- 
tives of highway travel.” 

Looking to the future, the memo- 
randum stipulates that ‘“‘where fed- 
eral funds are involved in the 
construction of a new structure or 
reconstruction of an existing struc- 
ture the plans shall show any sym- 
bol, emblem or lettering of informa- 
tive character that is to be displayed 
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Jer and Brush FREE with your first order 
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size and other characteristics. After | 
change | 


approval of the plans no 
shall be made in such sign or sym- 
bol without specific approval.” 

One railway advertising man al- 
| ready has let loose a verbal barrage 


|'which blasted the memorandum as | 


“the perfect example of another 
government agency which, because 
of its control over taxpayers’ funds, 
is assuming a direct control over 
the advertising of an industry. 
the policy of this agency is to be 


considered a reflection of the gen- | 


eral government policy then it is 
not difficult to foresee the future— 
or rather the lack of future- 
outdoor signs alongside of highways 
which have been constructed in any 
part by federal funds.” 


Northam Warren, Peggy 
‘Sage Bow to FTC 


The Northam Warren Corpora- 


tion, Stamford, Conn., and its sub- | 
have | 


sidiary, Peggy Sage, Inc., 
agreed to discontinue certain mis- 
representations in the sale of 
fingernail polishes in line with FTC 
rulings. 

The two corporations agreed to 
cease representing that fingernails 
have pores or are like skin struc- 
ture in the sale of Cutex or Peggy 
Sage preparations, that the health, 
growth or length of the nails is 
contingent upon their contact with 
air or moisture; that fingernails ab- 
sorb or give off moisture or that 
nail defects such as brittleness are 
due to moisture conditions or lack 
of moisture. They also agree to 
discontinue claims that their prod- 


ucts are superior to competing 
preparations with respect to per- 
meability and durability. 
Succeeds Burton 

William King, former assistant 
account executive on the Monsanto 
Chemical Company account for 


Gardner Advertising Company, St. 


' Louis, will take over all new busi- 


ness for the agency, the post for- 
merly held by Bob Burton who re- 
cently joined Macfadden Publica- 
tions. 


Nitralloy to Tyson 
Nitralloy Corporation, New York, 


has named O. S. Tyson & Co., New 
York, to direct advertising. 


Data Book. 


advertisers. 


100 East Ohio Street, 
Chicago 


Announcement 


Charles B. Groomes has been 

appointed advertising director 

| of Advertising Age, Industrial 
Marketing and the Market 

The change is 


effective immediately. 


Because of his long experi- 
ence in the advertising and pub- 
lishing field, we are confident 
that he will add materially 


our facilities for the service 


ADVERTISING PUBLICATIONS, Inc. 


to 


of 


330 W. 42nd Street, 
New York 


If | 


of all 


Index of Retail Activity 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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i signi ’. Raley, w ri » return to the Unite¢} 
Reorganize Safeway, Ltd. the resignation of L. W. Raley,, who will now return 


Safeway Stores, Ltd., 
pleted a reorganization 


has 
of 


com- 
its ex- 


ecutive branch, and the company’s | 


executive organization will now be 


decentralized, with divisional offices | 


in Vancouver, Calgary and Winni- 
peg. The reorganization followed 


president of Safeway 


Stores, 


Ltd., ' States. 
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Advertising in the Test Stage 


CONTINUE “DOUBLE-O” 
TEST FOR LISTERINE 

New York, Sept. 2.—Lambert 
Pharmacal Company’s test of the 
“Double-O” theme for Listerine | 
toothpaste and antiseptic will be 
continued in a special list of maga- 
zines during the next few months, 
supplementing the regular schedule 
being used for these products. The 
new copy appeal is to appear in 
Collier’s, Liberty, Life, Look and 
The Saturday Evening Post, while 
more conventional Listerine copy 
will run in these five magazines as 
well as a list of monthlies. 

The new theme, which first 
appeared last March, plays up the 
two products as “double precaution 
against Double - O” — offensive 
breath and offensive-looking teeth. 
A typical current insertion in the 
series features a girl, surrounded | 
by all the paraphernalia of travel, | 
remarking, “If you ask me, a MAN- 
LESS VACATION is no vacation at | 
all.” 

The ads are scheduled to appear | 
once a month. Lambert & Feasley 
is the agency. 


| 
ADD RADIO TEST 
FOR SNO-MIST | 

New York, Sept. 3.—Supplement- 
ing its magazine promotion for 
Sno-Mist, Phillips & Benjamin 


EXPANDING 


Smart Women Are Talking About BNO-MIST 
HAVE YOU TRIED IT? 


CONTINUES TEST 


a you ask me, a 


MAN-LESS 
VACATION 


is no vacation 
at all! 


the (rel Hygiene Gobi for wee ie 
vars, wotkve ber & years on the eew 
th " c 


oe 
@ warp vmngty sdoart 


What To De thot bh 
thee ao Lewterome Tua VU yee wwe 


bow the tooth 
he 


ng whiteness of hort iv 
’ marie pad ow letore 
Dt cmagy teeth, removing clewty. baer 
yerste 


a 
ete’ Th haee a re 


Antwepte for a more eppeahag breath 
Lamamer Paevamsens Cin, % Powe, Me 


‘Gino 
#” Aouble a 


LISTERINE TOOTH PASTE 


aed LISTERINE ANTISEPTIA 


The "Double-O" theme for Listerine 

tooth paste and antiseptic will continue 

to be tested in magazines during 
coming months. 


Expansion of Sno-Mist promotion 
to radio follows closely on the 
introduction of a new 25-cent size 


| ° . 
Ye % +2 |and a new fair trade price of 49 
a “‘e 4 cents for the former 59-cent size, 
, bd ; t and also an addition to the maga- 


zine schedule. Since first national 
ary, 1941 (ApvertTistnc Ace, Dec. 
23, 1940), copy has been appearing 
in Life every three weeks. Sim- 
plicity’s Prevue was added three 
months ago in an effort to step up 
distribution in syndicate stores. 

Sno-Mist a powder’ which 
turns to a film on application. The 
container’s atomizer cap and 
fact that the deodorant is not harm- 
ful to clothing or skin are 
heavy emphasis in all Sno-Mist 
promotion. Charles W. Hoyt Com- 
|}pany is the agency. 


WELCH GRAPE JUICE TESTS 
_ONE CENT PREMIUM IDEA 
Westfield, N. Y., Sept. 5.—Welch 
Grape Juice Company is trying out 
a one-cent premium idea to stimu- 


IS 


A radio test for Sno-Mist is the latest 

expansion in promotion for this deodo- 

rant. This is a page from Simplicity's 
Prevue. 


Company has launched a test cam- 
paign in radio here, using Martin 
Block’s “Make-Believe Ballroom” 
on Station WNEW, Tuesday, Thurs- 
day and Saturday. The radio pro- 


gram will intensify coverage for | late the sale of its grape juice in 
the deodorant in metropolitan New selected markets. 

- ; eae ane sc 
York and addition of stations else- Newspaper space, 200 lines on 
where will depend on reaction in| three columns, ts being used in 


such distribution centers as Detroit 
and Birmingham, Ala., to bring the 
offer to the attention of consumers. 

Copy leads off with the line 
“Quick, Birmingham women! Here's 
amazing lc sale.” This is followed 
by a reference to “This stunning 
hostess tray and 6 coasters” and ac- 


the New York market. 


Y 


COLLINS 


: 


companied by large art picturing 

MILLER & the premium and a bottle of the 
product. 

HUTCHINGS An insert in the art points out 

oS that “you get this stunning, ultra 

smart hostess serving set—10!- 

ING. L7 inch colonial hostess tray—your 

choice of pastel red or green—with 

6 colonial coasters to match. For 

only lc . . when you buy quart 

bottle Welch’s grape juice at regu- 


lar price!” 

Prospective customers are told to 
“Go to your dealer at once!”” with 
the warning that the offer is strictly 
limited. Bottom line of copy says 
“Offer good only in Birmingham 
and immediate vicinity.” H. W. 
Kastor & Sons Advertising Com- 
pany handles the account. 


Photo-engravers in Chicago 
0] North Michigan Avenue 


es 


FRANKLIN 


9894 


Converter Names Grady 

Brown and Kruger, New 
textile selling agent and converter, 
has appointed Robert B. Grady 
Company, New York, as advertis- 
ing agency. 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS + 


WTO] 
LAL 
at kG 


advertising was launched in Janu- | 


the | 


given | 


See Expansion 
of Housewives 
League of KNX 


Los Angeles, Sept. 4.—Imminent 
expansion to other markets of the 
Housewives Protective League, 
which, with its tester’s bureau, has 
become an important part of KNX 
activities in the past seven years 
under the direction of Fletcher 
Wiley, is anticipated with the with- 
drawal of Mr. Wiley chief of 
staff. Although it has been an- 
nounced that Mr. Wiley will con- 
centrate as commentator on Camp- 
bell soup’s coast to coast program, 
|it is recalled that there have been 
efforts in past years to extend the 
|league’s activities to the East. 
| Drake Takes Post 
| Meanwhile, Galen Drake, who 
‘has been chief of staff of the San 
Francisco Housewives Protective 
League, will replace Mr. Wiley at 
KNX. Paul Gibson, who has been 
Mr. Wiley’s understudy, will take 
over Mr. Drake's San Francisco post. 

It is understood that Mr. Wiley 
will continue to play a supervisory 
role in the league's 
Through the tester’s bureau 
Wiley has been checking all prod- 


as 


ucts before they are accepted for | 


broadcast over KNX. 


i) . . 

The Family Circle” 
Adds N. Y. Edition 

The Family Circle, Newark, will 
begin publication of a New York 
edition on Oct. 17. Safeway Stores, 
which recently acquired the Daniel 
Reeves grocery stores, has arranged 
to purchase and distribute to its 
customers 131,000 additional copies 
per week. Total circulation, includ- 
ing the New York edition, will 
exceed 1,760,000, or 230,000 over 
the combined guarantee. 

Advertisers now using the na- 
tional edition of The Family Circle 
may add the New York edition at 
the rate of 75 cents a line, $260 per 
page in monotone. 
tisers who wish to use the new 
edition only receive the following 
rates: 85 cents per line, $310 per 
page in monotone. 


Norwich Ups Alden 


John Alden, formerly 
advertising manager of Norwich 
Pharmacal Company, Norwich, 
N. Y., has been appointed adver- 
tising manager. Mr. Alden succeeds 
Dr. M. W. Stofer, former vice- 
president and advertising director, 
who resigned. 


assistant 


Joins Concert Programs 


activities. | 
Mr. | 


Charles Kondla, formerly on the 
local advertising staff of the New 


|York World-Telegram, has joined 
the staff of Concert Program Maga- 
|zines, New York. 


Sectional adver- | 


Pierson Leaves Seaboard 


Ralph Pierson, formerly publicity 
director of Seaboard Railway, Nor- 
folk, Va., has joined R. E. McCar- 
thy Advertising Agency, Tampa, in 
a similar post. 


IT’S AMAZING! 


We're being discovered. 


Since January, 
59 national advertisers 


found that the half 
million people ‘way up 
in northeastern Wis- 


consin listen nearly 
60°C of the time to the 
only big station in this 
rich territory. 


No other CBS Station can be 


heard regularly. 
see0 
varies 


The only CBS outlet for 
Northeastern Wisconsin 


GREEN BAY. Wisconsin 


“T just finished reading Jim Y oung’s 
book for the fifth time. It should be 
the guide book of every ‘top’ executive 
in America, these days, particularly” 


Says CARROLL B. MERRITT 


General Manager Subscription Book Department 


Charles Scribner's Sons 


* 


“te sellers market is likely to disappear 
like the morning dew," he adds, "and 


firmament. 


ladder. 


YOUR 
COPY 


ORDER 


Postpaid $19° 


NOW 


or more. 


York, | 


today is the day for us all to think about how 
we are going to sell in a post war market 
when we are caught with inventories of 
gigantic proportions." 


If you're in the advertising, merchandising 
or other creative departments of business 
you will appreciate the new and exciting 
viewpoint with which "A Technique for Pro- 
ducing Ideas" approaches this primary prob- 
lem. James W. Young was for thirty years 
one of the brightest stars in the advertising 


His clear thinking, his brilliant 


advertising and merchandising campaigns 
and his constant study of successful methods 
carried him to the top of the advertising 
In this book he discloses his tech- 
nique for developing new ideas, ideas that 
work in advertising, sales and merchandising. 


Many companies have ordered copies for 
their executives and 
Those who buy almost invariably order addi- 
tional copies for friends and associates. Be 
sure to get yours before the limited edition 
is exhausted. The price is only $1.00 post- 
paid. Ten per cent discount for five copies 


representatives. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO STREET 


CHICAGO, ILL. 
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L-Minute Spots 
No Longer Sold 
at Night by WOR 


New York, Sept. 4.—Facing an 
increasing demand by spot advertis- 
ers for one-minute announcements, 
Station WOR this week discontinued 
their sale on its night-time sched- 


be completely free of announce- 
ments when the contract with 
American Cigarette & Cigar Com- 
pany for Pall Mall cigarets expires. 


ules. The night-time schedules will | 


September 8, 1941 


| 

|constant pressure from agencies and 
advertisers, WOR decided to put a 
ban on sales as the only solution to G 
the dilemma. 


Two Join Cream City 
E. R. Redner, for 15 years with 
eneral Outdoor Advertising Com- 
| pany, Chicago, and Lee R. Quick, 
‘formerly city sales manager of 
. | Neon Displays, Milwaukee, have 
Announces New Foil | joined Cream City Outdoor Adver- 
Reynolds Metals Company, Rich-|tising Company, Milwaukee, as 
mond, Va., has developed a foil of | Sales representatives of the Neon 
‘non-essential composition material | division. 
|completely substituting for  the| a 
|}aluminum foil previously used. Removes Overlap 
. . Removal of the overlap between 
Begins Radio Show | stations KIRO, Seattle, and KMPC, 
D. L. Clark Company, Pittsburgh | Beverly Hills, has been made possi- 
candy company, will sponsor an|ble by a grant from the Los Angeles 
army camp variety and quiz show | city council to use new property 


Accordin to WOR, the new \ inde ; 
move was ais result of a growing |°Ve 43 stations beginning Oct. 2.|for transmitter and antennae 
i ga ; ~ ao Gaeen * |The program is a half-hour in length| towers, thus directing most of 
tendency among spot advertisers t0| anq will be heard from 8 to 8:30|KMPC’s power across the Los 
limit themselves to the purchase of |p m. EST. Albert P. Hill Company,| Angeles area and south toward 
one-minute announcements. Under | Pittsburgh, is the agency. Mexico. 
! 
| 
| 
} 
| 
| 
en 
e7N MEDIEVAL TIMES. the famous 
guilds, proud of their wares and their 
handiwork, marked their products in 
| . . . 7 he . 
a distinctive way. This was done so 
that the informed purchaser might 
identify the genuine at a glance and Throughout the advertising 
accept no other. world, the seal of the Advertis- 
Thus centuries ago we started look- ing Typographers Association 
ing for marks of quality in what we of America stands definitely for 
buy, and we are still at it in 194] these things: 
Jomini. O i is age n- ; — 
Anno Domini. Only in this age of en Highest Quality . . . Intelligent Service... 
lightenment, a service or commodity Expert Craftsmanship . . . Complete Facil- 
must not only be good— it must main- teies .. . Good Taste. . . Sound Business 
tain its goodness. No symbol can save Dealing ... Uniform Practices . . . Strict 
it if quality starts to slip. Code of Ethics... Greatest Choice of Type 
When the Advertising Typographers Faces . .. Type Service for All Advertising 
» a > . . 
Aasoviation of Americn lnc. was Purposes; and Lowest Practical Costs. 
founded fifteen years ago, a very simple 
design showing a bespectacled com. 
positor at a type case was adopted as ATA seal. If you want these highly impor- 
the official seal. Year by year, this un- tant features in your typesetting, consult a 
ostentatious symbol has taken on new firm that displays this symbol worth seek- 
significance. It has truly become the hall- ing--this trademark of typography with 
mark of typographical excellence and a dee- an ideal, 
oration of honor for each member company. You'll find the symbol identifies these 
Such is the comprehensive story of the companies in twenty-one American cities. 
} 
THE Se ‘om i. ; . . 
7% delisting Sy prographers Assoctation 
} 
| OF AMERICA, INC. 
AKRON, OHIO DALLAS, TEXAS NEW YORK, N. Y. Tri-Arts Press, Inc 
The Akron Typesetting Co Jaggars-Chiles-Stovall, Inc , ; Type Arrangement, Inc. 
Ad Service Co Typographic Crattsmen, Inc 
BALTIMORE, MD. DAYTON, OHIO Advertising Agencies’ Service Typographic Designers , Inc 
The Maran Printing Co. ? Company, Inc Kurt H. Volk, Inc 
Dayton's Typographic Service 
Advertising Composition, Inc 
BOSTON, MASS. DENVER Artintype, Inc PHILADELPHIA, PA. 
The Berkeley Press ENVER, COLO. eet iia : 
H. G. McM The A. B. Hirschteld Press Associated Typographers, Inc John C. Meyer & Son 
+. McMennamin ‘ . Atlas Typographic Service, Inc Progressive Composition Co. 
BUFFALO, N.Y. DETROIT, MICH Central Zone Press, Inc 
Axel Edward Sahlin Typographic Tye Thos. P. Henry Co Diamant Typographic Service PORTLAND, ORE. 
service C. Benj. Stapleton Co A. T. Edwards Typography , Inc a —- +a 
CHICAGO, ILL. George Willens & Company Empire State Craftsmen, Inc ——— 
Arkin Typographers, Inc Frost Brothers, Inc ST. LOUIS, MO. 
J. M. Bundscho, Inc INDIANAPOLIS, IND. Graphic Arts Typographers, Inc Brende! Typographic Service 
. t The Tf Huxley House , ‘y - 
The Faithorn Corp The Typographic Service Co., Inc : ’ 4 Warwick Typographers, Inc 
Hayes-Lochner, Inc King Typographic Service Corp 
R le-Thompso CO ste sO > ‘ 
unkle-Thompson-Kovats, Inc KALAMAZOO, MICH. ~ oh, “ her — SAN FRANCISCO, CAL. 
Claire J. Mahoney Morrell & McVermott, inc Taylor & Taylor 
coy gy ee Pg George Mulien, Inc ; 
ic ord ) - 
LOS ANGELES, CAL. Chris F. Olsen, Inc SEATTLE, WASH. 
yy CLEVELAND, OHIO William Carnall Frederick W. Schmidt, Inc Frank McCaffrey 
Bohme & Blinkmann, Inc House of Hartman Superior Typography, Inc 
Schlick-Barner,Hayden, Inc Samuel Katz, Typographer Supreme Ad Service, Inc MONTREAL, CANADA 
Skelly Typesetting Co., Inc Rising-Hammond, Inc The Typographic Service Co Fred F. Esler, Led 
EXECUTIVE OFFICES: 461 EIGHTH AVENUE, NEW YORK CITY - ALBERT ABRAHAMS, EXECUTIVE SECRETARY 
——E — — ee 


Senate Approves 
Knocking Out Ad 


20 Cities Given } 
Special ‘Save 
Hose’ Ivory Copy 


Taxes in New Bill 


(Continued from Page 1) 


on a franchise plan, barring the slim 


possibility of a last-minute request 
from Capitol Hill for recommenda- 
itions to be included in the bill now 
pending. Before FCC finally decides 
'on a system, industry leaders will 
|probably be asked to sit in on a 
|round-table discussion. 

| Industry as a whole was offered 
|solace by Sen. Walter F. George, fi- 
|nance committee chairman, in the 
/course of his address to the Senate 
lin introducing the largest tax bill 
in history. He warned his colleagues 
that “we are due for the skids” un- 
less taxes are so levied as to en- 
courage private industry. He urged 
that revenue-raising measures be 
designed to stimulate the continu- 
ance of national income at the 100 
million dollar level. 


Ad Taxes Scrapped Easily 


| Not a dissenting voice was raised 
'when the Senate formally scrapped 
the advertising taxes. Both radio 
and outdoor levies were considered 
early in floor debate in a long list 
of non-controversial committee 
|}amendments to the House bill. 


When the clerk read the outdoor | 


|provision, Chairman George ex- 
plained: “This is the so-called bill- 
board tax, which I think everyone 
understands. We have certainly had 
enough correspondence about it. To 
the committee it was a rather triv- 
ial sort of tax. Actually it would 
produce almost no revenue.” 

The amendment striking out the 
entire section was adopted with- 
out opposition. Disposal of the ra- 
dio levy was accomplished simi- 
larly. Senator George merely 
commented that the committee de- 
cided it was “unwise to impose.” 

Also adopted was a Senate com- 
mittee amendment preventing re- 
tailers from making any claim “in 
advertisement or otherwise, intended 
or calculated to lead any person to 
believe that the price of the article 
does not include the tax imposed.” 
This applies to all the new retail 
taxes, and prevents stores from ad- 
vertising that they have absorbed 
taxes even though that be the case. 


clusion of this prohibition to avoid 
possible attempts to make advertis- 
ing capital out of the new taxes. 


Arthur Oppenheimer 
Joins OPA Section 


Arthur Oppenheimer, Jr., 
furnishings buyer for Bloomingdale 
Bros. New York department store, 
has been appointed to a post in the 
|}consumers’ durable goods section of 
the price division, Office of Price 
Administration. He is one of ten 
business men recently added to the 
| staff of eight commodity sections, 
'to aid economists and_ technical 
experts already on the job. 

Named to a similar responsibility 
|in the food section was Thomas E. 
| Milliman, president of subsidiaries 
of Grange League Federation Ex- 
change, Ithaca, N. Y., an organi- 
zation producing and dealing in 
fertilizer, lime, and agricultural 
chemicals. 


Admen Boost Bureau 


The Springfield Advertising Club 
and Junior Chamber of Commerce 


have spearheaded a drive which 
will give Springfield, Mass., a Bet- 
jter Business Bureau this fall. 


| Members of the Advertising Club 
have canvassed Springfield business 
men on behalf of the Bureau and 
have obtained two-thirds of the 
|starting budget. The Bureau will 
be patterned after the 76 other 
branches operating in the country. 


Joins Lynn Baker 


Jerome S. Meyer has joined Lynn 
|Baker Company, New York, in 
| charge of developing new premiums 
to replace those hit by priorities. 
Mr. Meyer formerly conducted his 
own business in New York under 


ithe name of “Fun Preferred.” and 
is the author of several books on 
entertainment. 


Retail interests had sought the in- | 


home 


(Continued from Page 1) 


leading makers of famous stockings 
\advise Ivory Flakes.” 


To Continue Indefinitely 


The campaign will continue in- 
definitely in the same list of news- 
| papers with weekly insertions rang- 
ing from 800 to 400 lines. 
| Shortly after the President’s or- 
|der freezing Japanese assets in this 
country brought on the crisis in the 
‘silk hosiery industry, Lever Bros 
| Company launched similar copy fo: 
|Lux. Suggesting the use of Lux ir 
order to preserve silk stockings 
|copy appeared in the regular Lu» 
newspaper schedule. 
| Compton Advertising directs ad 
| vertising of Ivory Flakes. 


| Renews License Show 


Following a three-week vacation 
interval, Steele-Wedeles Company, 
|Chicago wholesale grocer, has re- 
newed “Marriage License Ro- 
mances” to be heard in behalf of 
Savoy coffee three times weekly 
over station WGN, Chicago. The 
program is heard at 1:30 p. m. 
Erwin, Wasey & Cu., Chicago, is the 
agency. 


‘Starts New Station 
Construction is now under way 
on WEIM, Fitchburg, Mass., and 
broadcasting will begin on a 16- 
hour schedule early in the fall. The 
new station is a 250-watt unit and 
is operated by Ruben Aronheim. 


EYE* CATCHERS 


FREE PROOFS! 


EYE’ CATCHERS 


FREE PROOFS: 


SAVE 80% ON 


| lor 
Eve*Catchers brings you pictur he i 
| unique plan that reduces the cos 
of low levels Smart, timely s! 
posed in one of New York's Ja 
with famous high-priced m« cle 
tional advertising In Eye*Ca 
| the best in pictures, but you | 
FREE OFFER Sent toler fo 8's 
books and d 
Catchers Plan. No obligations : 


| EYE* CATCHERS, Ince 
10 East 38th Street, New '°% 


| *Rea. U. S. Pat. Offic 
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PHOTOGRAPHIC REVIEW ens n 
OF THE WEEK al 


ia 
KMBC TOWER TURNED INTO SCRAP IRON BY HOWLING GALE 


— =} — ae ehON ‘ 
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ne Peo cor 
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Spread to appear in September issues of building and architectural business 
papers stressing the importance of Flintkote materials in repair work. (Story on 


Page 8.) 
LOOKING AT THE GREAT STONE FACES 
Coe Ree TELE a SC ae 


A mass of twisted wreckage was all that remained of the 544-foot antenna tower of KMBC, Kansas City, following a 
75-mile an hour gale which ripped through Kansas City, Aug. 25. KMBC's 275-foot auxiliary tower also toppled, as did 
KCKN's in Kansas City, Kan. Note the house in the background that was cut in two by the falling tower. 


NATURAL COLOR PHOTOGRAPH FORMS LABEL INNOVATION 


Arthur L. Reincke of Reincke-Ellis-Younggreen & Finn, Chicago, looks over the 
monumental sculpture of Gutzon Borglum, while Lincoln Borglum, son of the 
sculptor, points out a particularly interesting detail. Mrs. Reincke took this 
photo in the Black Hills where Borglum is completing the dream of his father. 


SHE DIDN'T FORGET THE ALKA-SELTZER 
| Writ 


| Alka Seltzer 

encunnesse 
‘ 

; 

' 


5 


7_~ 


TARE ule 


a“ An overall color photo by Fidelis Harrar provides the label background for the 

new V-8 vegetable juice cocktail label designed for Loudon Packing Company 

by Western Advertising Agency, Chicago. The photograph shows the eight 

vegetables from which the juices are pressed, a condensed panel tells contents 

and maker, and a larger panel seeks to cover every point about which a new 
user might be curious. 


Axton-Fisher Tobacco Company is now 
introducing Doublets, a new "regal size’ 
cigaret packed in two snap-open litho- 
graphed metal containers held together 
with an outside cellophane wrap. Each 
container holds ten cigarets. 


FRUIT AND VEGETABLE INTERESTS HELP NATION AND THEMSELVES 


Es cs 


1 ee 


New window display now going up in drug stores throughout the country for 
Alka-Seltzer. It was produced by Forbes Lithograph Company. 


MURALS SHOW ALL FORMS OF MEDIA 


_"] “VITAMINS-THE NATURAL WAY’ © 


ae 


C. H. Masse, WBZ-WBZA sales representative, and John C. Dowd, president, 
John C. Dowd, Inc., Boston agency, talk things over in the agency's newly 
decorated offices in which photographic murals depict all advertising media. 


Colorful poster which the United Fresh Fruit & Vegetable Association, Chicago, is sponsoring in an effort to do its part in the 
national nutrition movement. (See letter on page 1/8.) 
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There’s a 


new editorial slant to 


The New York Times Magazine 


New York Times Magar’: ice 


The Pie 


' 
mal 
per 

A 
say. 

oug 
abo 
edit 
wha 
It's really a new megazine . . . a dynamic new magazine . .-. full of Fi 
issug 
people . . . full of pictures . . . full of vital human interest and graphic visual F real 
real 
appeal for every member of the family. chan 
ent 
People, you know, are the most interesting and absorbing subject in 
Gi 
the world to other people. mer 
head 
And people are what's happened to The New York Times Magazine § the | 
Dart: 
... reporting the news of what is going on in the world in terms of people- § getti: 
stories and pictures about their lives, their deeds, their experiences. 
St. 
People give The New York Times Magazine fresh human interest. has a 
head 
Pictures give The New York Times Magazine dramatic visual appeo!. § tion. 


notec 


And when you put this appeal-to-people in a Magazine that is pow: 
ered for selling by the country's leading Sunday advertising medium . - 
that concentrates this power in the country's biggest and busiest market . -: 
that distributes this power in big and busy markets all.over the country 
you've got a Magazine buy that means more power to your advertising 


more sales and more profits! 
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. The New York 
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